\ 


Advertising A 


C 


THE NATIONAL NEWSPAPER OF MARKETING 


Ge 


Entered as second-class matter Jan. 9, 1932, at the post office at Chicago, Ill., under the act of March 3, 1879. Copyright, 1945, by Advertising Publications, Inc. 


July 2, 1945 


10 Cents a Copy, $2 a Year 


Proofs 


major magazine is advertis- 
for a promotion manager who 
not a yes-man, a no-man, or 
frustrated New Yorker short 
ry writer.” 
you mean they’re frustrated if 
playwrights don’t immediately 
a “Life with Father” or a 


f or Miss” out of their stuff? 


* 7 F 


ictures of the winners in this 
r’s Josephine Snapp awards are 
backer - uppers for Rough 


a smart gal to be beautiful. 


7, FF FY 


rhicago, St. Louis and Detroit 
all talking about the possi- 
ties of a world’s fair after the 
r, but so far no one has asked | 
ly Rand if she is prepared to| 
ne out from behind that fan. | 


'.F F 


i. C. Briney tells in his recol- 
tions of a Pebeco ad he once 
tte for Elbert Hubbard’s The 


recall The Fra and its little 


ypther, The Philistine? 
v v v 


{ae National War Labor Board 
1iounced in a recent decision 
t the H. J. Heinz Company 
2s 57 varieties of food prod- 
s. In Washington they always 
you so literally. 


| er 


e Schechter, returning from 
rmy with rank and medals, 
start pitching for Mutual as 
i ctor of news and special events, 
tnow Olsen & Johnson’s “Hell- 
poppin’”’ should have a fair 
unterpart on the air. 


7, © © 


Eric Johnston thinks OPA 
uld be all right if “a large num- 
r of competent executives” 
ild be found “to assist those 
w administering the act.” 
That’s an extremely polite way 
telling the present administra- 
bs just how they rate. 


Fe 

Noting some statements to the 
htrary in a publisher’s promo- 
“ an indignant photo-engraver 
‘s that rotogravure does too re- 


ire plates. 
Jne man’s plate is another 
n’s cylinder. 

. fF 


Jon Belding thinks advertising 
ist be on the alert to fight off 
tislative curbs after the war. 
at, after all those fine testi- 
wae Washington has given in 
preciation of the free advertis- 
s of their pet projects? 


7, © © 


lieve it or not, but Life re- 


itly ran a story called “The 
lople of Pilsen,” and there wasn’t 
single word in it about the 
nce or the beer. 


vvwy 
That AP decision may mean let- 
g down the bars to new mem- 


rs, but at least one cynic sug- 
sts that people with halitosis 


ll unpopular. 

vv? 
The Washington Board of Trade 
sidents will leave after the war. 
ren’t all those armies of busi- 
'sS Men now working for Uncle 


km ever going to see their chil- 
fen again? ' 


; 


Copy Cus. 


n. Are you enough of a young | 
-timer, as Ed Durling puts it, | 


;’ contention that it doesn’t| ™ 


10 use Listerine may find they’re | 


fedicts that only 12% of District) 


Hyde Gets Control 


of Federal Agency; 
Tinsman Chairman 


New York, June 28.—Gordon E. | 
Hyde, formerly vice-president of | 
McCann-Erickson, Ine., has _ be-| 
come the principal stockholder and | 
has been elected president of Fed-| 
eral Advertis- | 
ing Agency.) 
Robert Tins-| 
man, president | 
for 37 years| 
and a founder | 
of the agency, | 
has disposed of 
his interest, but | 
will continue | 
as chairman of} 
the board. 

Fourteen Fed-| 


3 4 


Gordon E. Hyde eral executives | 


also are stock- 
holders in the company. 

Mr. Hyde told ADVERTISING AGE 
that no changes in policies or per- 
sonnel are planned. Federal’s bill- 
ings in 1944 were $6,000,000, as 
compared with 


a peak, about 
15 years ago, 
of $10,000,000. 


Its major losses 
in recent years 
were Sinclair 
Refining, to 
Hixson - O’Don- 
nell Advertis- 
ing, and Na- 
tional Biscuit, 
to McCann- 
Erickson. 

Among the 
largest of the agency’s 25 accounts 
today are American Safety Razor, 
Durkee Foods, Thomas A. Edison 
Industries, Gerber Products, I. B. 
Kleinert Rubber, John F. Trom- 
mer, Inc., beer and ale, and parts 
of General Cigar and Schenley 
Distillers. 

At McCann-Erickson, Mr. Hyde 
supervised ten accounts which 
totaled $3,500,000 in billings in 
1944 and which currently are run- 
ning at a combined annual rate 
of $5,000,000. In this group were 
Congoleum-Nairn, Curtiss-Wright, | 
Daggett & Ramsdell, Emerson | 
Drug, Fawcett Publications, James | 
McCutcheon & Co., a Fifth Ave. | 
store; Newsweek (now with John | 
A. Cairns & Co.), Stanco, Inc., 
Stromberg - Carlson, and Tootal., | 
Broadhurst, Lee Ltd., owner of the 
Tebilized crease-resistant process. 


Robert Tinsman 


Formerly with Mathes 


Prior to joining MeCann-Erick-| 
son six years ago, Mr. Hyde was 
vice-president of J. M. Mathes,| 
Inc. Formerly, he was a sales 
representative of The Saturday 
Evening Post. 

For several years Mr. Tinsman | 
has been less active in Federal’s | 
affairs. He is a trustee of Lafay-| 
ette College and president of 
Bloomsbury Graphite Company. | 

(Continued on Page 52) 


"Voice’ Reader... 


seeks Swan contest re- 
sults, Page 42. Other 


features: 
Ad-libbing 12 | 
Editorials 12 
Feature Page 39 
Getting Personal 32 
Information for Advertisers 12 
In Washington 36 
Obituaries 49 
Photographic Review 55 
Postwar Planning 47 
| Rough Proofs I 


| ing that day of the retail committee. 


Shift to t 
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FCC Attacks NAB 
Code in Union, 


Station Agrees to 
Sell Time to ClO 
Auto Workers 


Washington, June 28.—Radio 
station management was on notice 
|from the FCC today that the gov- 
ernment licensing agency will view 
| with suspicion operating policies 
which arbitrarily bar the sale of 


ON THE JOB—This magazine page is | 

one of a new series in Delta Air Lines’ 

schedule (AA, June 25), which also in- 

cludes newspapers of on-line cities. 

Burke Dowling Adams, Montclair, N. J., 
is the agency. 


Donnelley Strike 
Mars Mail Order 
Catalog Plans 


Chicago, June 28.—The printers’ 
strike at the Lakeside Press of 
R. R. Donnelley & Sons Company 
this week appears to be having 
its worst effect on firms which 
have only a small part of their 
work printed at Donnelley’s rather 
than on those who rely chiefly 
on the Donnelley plant (AA, June} 
25). |low commissioners have ques- 

This curious effect results from| tioned renewal of several station 
the plant’s ability to secure addi-/|licenses pending further informa- 
tional workers to take the place|tion about 
of striking members of the various| schedules of commercial programs, 
AF of L unions involved in tne | ailemeaie exceeding the prospectus 
dispute over a closed shop and | presented to the commission at the 
from refusal of AF of L printers|time the stations were licensed 
elsewhere to work on anything | (AA, April 16). 

Donnelley has anything to do with.| Today’s action was appended to 

Among the hardest hit, for ex-|an order accepting a formula 
ample, is Aldens Chicago Mail Or-| which would enable WHKC, 
der Company, which prints most| Columbus, to sell time to the CIO 
of its catalog at Cuneo Press. The| United Automobile Workers and 


(Continued on Page 49) | (Continued on Page 50) 


Last Minute News Flashes 


troversial issues, or soliciting of 
membership in non-charitable or- 
ganizations, including 
cooperatives. 


cepted here as a direct challenge 
to the NAB code of ethics, was 
the latest in a series of actions 
implementing the philosophy 
championed by former Chairman 
James Lawrence Fly, and ac- 
cepted by FCC’s new head, Paul 
Porter, that station management 
must accept increased responsibil- 
ity for operating in the public 
interest. 


Renewals Held Up 
Already Mr. Porter and his fel- 


‘Retail Ad Bureau Names Two; Will Announce Plans 


New York, June 29.—Operating plans and personnel of the retail 


WHKC Controversy 


The commission’s statement, ac- | 


excessively heavy} 


itime for the discussion of con-| 


consumer | 


| 


division of the Bureau of Advertising, American Newspaper Publishers | 


Association, will be made public the week of July 9, following a meet- | 96% 
The first two executives an~ | Readership of national advertising 


nounced are Mary Elizabeth Lasher, formerly of Editor & Publisher, 


ment economist, who will direct research. 


Gamble-Skogmo to Invade Retail Food Field 


poe War Boosts National Ad 
Readership, ARF Finds 


Classified Also Gains, 
First 72 Newspaper 
Studies Indicate 


New York, June 28.—Wartime 
readership of newspaper advertis- 
ing by both men and women 
gained slightly from prewar, with 
national and classified readership 
higher and local and amusement 
advertising readership lower, the 
Advertising Research Foundation 
reports in summarizing findings in 
the first 72 studies in the Continu- 
ing Study of Newspaper Reading. 

The summary includes 26 news- 
papers the readership of which 
was analyzed after Pearl Harbor, 
and covers the first five years of 
the continuing study, from July, 
1939, to June, 1944. Represented 
are 65 cities in 36 states in the 
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RAILWAY SYSTEM 62% 1 
a 


tm 


A LEADER—This Southern Railway Sys- 

tem wartime copy stopped 48% of 

men and 45% of women newspaper 
readers. 


United States and two provinces 
in Canada. Two studies were made 
in each of seven cities—three of 
them on the same newspapers and 
four on different newspapers in 
the same cities. 


Gains Are Shown 


Median readership by men of 
all advertising, except classified, 
rose from 80 prewar to 82% war- 
time and by women from 95 to 
the summary indicates. 


; ig : | by men gained in this period from 
who will be publicity director, and Gordon Grant, former War Depart- | 


Minneapolis, June 29.—Plans of Gamble-Skogmo, Inc., to enter the} 


retail food business were revealed today with the appointment of 
W. J. Larson, president of Minnesota Super Markets, to head the divi- 
sion as general manager. 
has opened food departments in seven company-owned stores and 15 
authorized dealer stores. 


G-E Plastics Division Using First Magazines 


Pittsfield, Mass., June 29.—The plastics division of General Electric 
Company starts its first magazine campaign with a full page ad in the 
July 2 issue of Time, captioned “A Plastic Story that Rings the Bell.” 
Copy will appear in 10 national and business magazines. Benton & 
Bowles, New York, is the agency. 


Borden Ads Introduce Prewar Saucepan Premium 

New York, June 29.—The Borden Company, through Young & Rubi- 
cam, Inc., New York, is using 600 line insertions in three Brooklyn 
and four Long Island newspapers to offer an aluminum saucepan of 
prewar quality for 140 coupons from the tall-size can of Borden’s 
Silver Cow evaporated milk. The company plans to extend the offer 
in the Detroit News and Times in late July. Reynolds Metals Com- 
pany, Richmond, is supplying the pans. 


53 to 57% and by women from 59 
to 64%. The figures for classified 
readership by men meanwhile rose 
from 32 to 39% and by women 
from 38 to 46%. 

On the other hand, median read- 


|ership of local advertising by men 


During the past two years Gamble-Skogmo | 


declined from 74 to 70% and by 
women from 94 to 93%. Depart- 
ment store advertising readership 
by men and women both dropped 

respectively from 39 to 30% and 


from 87 to 81%. Amusement ad- 
vertising readership figures were 
44 to 38% for men and 59 to 53% 


for women, 
Editorial Interest Grows 


Although readership of several 
editorial departments and features 
comics, financial news, : 
society and sports news—has been 
less by both men and women since 


adalo, 


the war, readership of editorials 
by men has gained from 41 to 
53% and by women from 25 to 
31%. 
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ever, 
that newsprint rationing in war-| 


time years has reduced “the vol- | to 57% 
ume and graphic display given to| Group C, and 65% for Group D. 


such departments as tinancial, so-| 
ciety and sports,” and this “prob- 
ably affected readership results.” 


War Themes Given ‘Assist’ 


On the other hand, “the cut in| dation said, 


the space allotted to advertising | 
had no apparent effect in the} 
over-all reading of advertising in 
general, and the increase in na- 
tional reading may be due partly 


to the graphic and compelling} 
| full page for Pabst Blue Ribbon 


wartime themes and illustrations 
which were embodied in some ad- 
vertisements.” 

Among both men and women, 
readership of all major classifica- 
tions of advertising was found to 
be higher in the “lower’’ occupa- 
tional groups. National advertis- 
ing readership by men in the 72 
studies, for example, was shown 
to increase from 48% in Group A 
(business and _ professional) to 
57% in Group D (unskilled work- 
ers). Only 52% of the men in 
the salaried Group B were found 
to read national ads, whereas 56% 
in Group C (skilled workers) did. 

Similarly, women’s readership 


the foundation points out | 


| by both men and women in the 


|higher than for right-hand pages. 


of national ads by occupational 
groups rose from 52% in Group A 
for Group B, 63% for 


Readership of left-hand pages 
72 studies was found to be slightly 


“For women at least,” the foun- | 
“advertising is the| 
most interesting reading to be 
\found in newspapers.’ 


Pabst, Sunoco Place High 


Among ads which attracted es- 
pecially high readership were a 


beer, tied in with car pools and 
gas rationing, which stopped 43% 
of the women and 37% of the 
men; a 2,170-line Sunoco gasoline 
ad, with a border of airplane sil- 
houettes, 71% for men and 43%) 
for women, and a Southern Rail- 
road System insertion, showing a) 
homeward-bound railroad man) 
and the headline “Tired tonight 
and proud of it,” 48% for men 
and 45% for women. 

An A&P supermarket ad ana- 
lyzing the point-value system, 
which appeared four days after 
the advent of point rationing, had 
a readership of 80% by women. 


WE'RE GETTING “MORE FRIENDS PER GALLON” 


THESE DAYS! 


TREN our local ratviowing board gave us that 

"A Book’ of coupons, | said to my wie “Thee 
wrens good bye to our fnicads We can't do mud 
driving G3 or 4 gallons of gas a week! 


2 evenings for # game of brid 


bows and mmple bospetality 


wghbo 

te the same bx People » atin tne aee~ 
the block — telephoned to say How 

inet poolag our cars 

“Se, we got together—and vow we've taking tums — friendly plenaceedr ry 

driving the dads to work, the mothers to market 

and the bids to wbool ecbreved by FULL FLAVO 

“And frankly we've dsovered that sbaring our pehscep ae Sg cae po 

car, instead of being # hardahip, is really « blessing — pounded beer Not just 3, nor 5. 


to duguee ene ase es aes 
There is 20 finer. friendlier 


“For neighbors whe formerly were litte more into one great bee: 


. 
thes sedding acquaintances are hepaming to drop tae in all the world then Pabat Blas Ribbon 


vendly || 
docu desl Ra ths ben Oe 

“Like « lot of other folks. I guess we are just 
redveovering hom much real pleasure there 1 wa 


Bich wartime restrictions bri 
ciation of home and bearth Pabst Bloc 
Beer bas become, more than ever, « 4 
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gore 
Le 
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1S HELPING TO WIN DECISIVE AIR BartiEs 


PLACED HIGH—The Pabst Blue Ribbon ad, “left. o on car pools, mean 43%, of women readers, 37% of the men. The Sunoco 
copy attracted 71% of the men, 43% of the women, placing both especially high in readership, the ARF study shows. 


Listen... 


To What They’re Saying in INDIANA 


The “belle system” is really humming with enthusi- 


astic appreciation over the ever improving Hoosier 


Daily. The make-up’s more modern, added features 


fascinate, 


It’s no wonder that Susie Shopper is ex- 


cited . . . she never knows just when some newly re- 


leased “postwar” 


product she’s waiting for will be 


advertised in Indiana’s greatest daily. She’s not miss- 


ing an issue. She’s devouring 


every ad—and in the 


33 rich counties dominated by The Indianapolis News, 


she has an effective Buying Income of over $1,250,- 
000,000.00 to buy YOUR product advertised in ‘The 


NEWS.” 


THE INDIANAPOLIS NEWS. 
Tae Guat Wooster Daily, Alone, Does the Newspaper Job 


NEW YORK 17 — Don A. Carroll, 110 E. 42nd S. 


INDIANAPOUS 6 


CHICAGO 11 — J. E Lutz, Tribune Tower 


— J. F. Breeze, Adv. Dir. 


Wheaties cartoons led in national 
food ad readership. Chipso, in 
soaps, Red Cross bandages, in 
medical products, Chesterfield, in 
tobacco products, were others with 
high readership marks. 

The Continuing Study of News- 
paper Reading is conducted by the 
| foundation in cooperation with the 

Bureau of Advertising, American 
Newspaper Publishers Association. | 
|Field studies are made by Pub-| 
| lication Research Service, Chi- 
cago, under the Continuing Study’s 
administrative committee, of which 
H. H. Kynett, Aitkin-Kynett Com- 
pany, Philadelphia, is chairman. 
Stuart Peabody, The Borden Com- 
pany, New York, is chairman of 
the foundation, which is sponsored 
jointly by the Association of Na- 
tional Advertisers and the Ameri- 
can Association of Advertising 
Agencies, 


Test QT Pie Crust 
in Maine Papers 


Mamaroneck, N. Y., June 28.— 
Taylor-Reed Corporation has ap- 
| pointed Tracy, Kent Co., New 
| York, to handle advertising of a 
|new product, QT pie crust, which 
|is being introduced through large- 
|space insertions in Portland, Me., 
| newspapers, 
| Copy informs the reader that 
|“9 out of 10 select QT.” The ads 
|illustrate the QT package, which 
will carry a full-color photograph 
|showing the pie. Results of the 
Maine test will determine future 
|markets. Radio and outdoor ad- 
vertising are contemplated. 

Ruthrauff & Ryan, New York, 
continues to handle advertising on 
Taylor-Reed Tumbo dessert pud- 
dings, Cocoa Marsh Milk Booster 
and Bovril. 


To Publish ‘Electron’ 


Legend House, Inc., New York 
publisher, has announced publica- 
tion of “Electron—the Newsletter 
of Electronics and _ Television,” 
weekly letter on developments in 
electronics and television. The 
first issue is scheduled for July 21 
with a pre-publication subscrip- 


scription price of $35. Harold 
Prince, executive director of 
Legend House’s industrial publi- 
cations division, will edit the 
| paper. 


| . 
Horton-Noyes Appoints 

| Ray Noren, partner of Horton- 
Noyes Company, Providence, R. L., 
| has been placed in charge of media, 
|a position he held several years 
,ago with the agency. Carroll H. | 
| Rickard, partner and formerly | 
media director, becomes director | 
of research. 


| Joins Clean Home Co. 


R. J. Jones, formerly vice-presi- 
dent and sales manager of Enoz 
|Chemical Company, Chicago, has 
| joined Clean Home Products, Inc., 
Chicago, maker of Vapair and | 


Apex moth products, as general | 


| sales manager. 


tion rate of $25 and a regular sub-| 


Conoco Summer 
Campaign to Run 
in 1,000 Dailies 


Ponca City, Okla., June 28— 
The Continental Oil Company will 
run a series of 448 and 840-line 
advertisements in 1,046 daily 
| newspapers in cities throughout 
ithe Midwest and West at regular 
intervals during the summer. 
| Copy theme will be the joys of 
postwar motor travel and the ad- 
vertisements will be _ illustrated 
with drawings depicting summer 
scenes which may be reached by 
automobile. Emphasis will also 
be placed on the company’s post- 
war “New-Day” Conoco bronze 
gasoline. 

Additional monthly insertions 
will appear in The Saturday Eve- 
ning Post, and a wide list of farm 
publications. 

Account is handled by Geyer, 
Cornell & Newell, New York. 


Heads Oakes Sales 


Boyd W. Bullock, recently te- 
signed as advertising and Sales 
promotion manager of the appli- 
ance and merchandise depart- 
ment, General Electric Company, 
has joined Oakes & Co., Chicago 
marketing and merchandising or- 
ganization, as general sales man- 
ager. 


Kendall to Fogarty 


Alma E. Kendall, formerly pro- 
duction manager and assistant ac- 
count executive of Western Ad- 
vertising Agency, Chicago, has 


joined C. C. Fogarty Company, 
Chicago, in charge of media and 
production. 


The shortage of paper and the needs of the 
nation make it highly desirable to get a ver 
message into EVERY PIECE OF PRINTED 
MATTER! 
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_ [mean for our whole family—and well-made out of good material. If | can't _ 
_ find them, my first postwar buy is the best sewing machine |can get.” 


Te- 

Sales 

ppli- ee! ; , 

oy Mrs. M. K. “We have so much to buy! For the ‘Mrs. D. B.”...@ washing machine, radio and 
cago baby, for ourselves, too... and for the house © bigger refrigerator. But first, a piano. | 
; OF- —sthings we can't get now. After that, o used to play and | want to teach my girl 
nan- good, long vacation trip to California.” while she is still little.” == on 


ae =) Ps 
Mrs. S. C. “It would take hours to tell ..°. _ 
fluorescent lights all over the house, a table- 
high refrigerator, remodeling the room for 


Mrs. & M. “I want a good, light, vocuum m 
cleaner that is easy to lift, has all the gad- 
gets, has good suction and will do a thorough 


cleaning job. Then, a new bedroom suite...” 


the children, a glass shower for my husbend.” 


WITH WOMEN'S GROUPS 


Five Magazines With Close Editorial Kinship! 


Macfadden Women’s Group is composed of five maga- tion at low cost. Through this Group device, a 
zines closely related in editorial appeal. ‘| hey consist vehicle iS avy ailable with demonstrated sales response 
of true stories from real life about real people. True ... With a circulation composed of a new undupli- 

MAC FADDEN Romances, True Experiences, and True Love Stories cated reader group, distinct from the traditional 
deal with everyday people; Photoplay and Radio women’s service magazines. 


Romances with celebrities. 


FQ MEN’S GROUP Individual Strength! These magazines primarily the last four years, Macfadden Women’s Group has 


sell as one advertising unit, but space can be pur- maintained an average bonus circulation delivery of 
chased in each magazine as an individual unit—for over half a million per month. The group has also 
REACH YOUNGER WOMEN each magazine stands on its own merit and may be maintained the prewar rate and guarantee structur 


“keyed” separately. But advertisers who purchase in the face of this tremendous bonus circulation. 


personal things, | hope they'll do something about 
ER ee eer 


You are face to face with the typical younger women who will pay 
the biggest postwar dividends to advertisers. They’re the younger 
housewives, the younger mothers and mothers-to-be who have the 
eagerness to buy and the money saved up through the war years to 
satisfy their pent-up demands. 


You'll find that a major portion of these younger women—millions 

of them—are from wage earner families, reading magazines of Leading 
Women’s Groups... the magazines carefully edited to give these 
younger women what interests them most. How well the magazines 

of the three Leading Women’s Groups do just that is clearly evidenced 
by the fact that, each month, these younger women spend over $1,000,000 
to buy almost ten million copies! That’s major national coverage 

all by itself. 


But, more important is the fact that only a negligible number of 
these younger women can be reached by traditional women’s 


service Magazines, as surveys over many years have clearly shown. 


If younger women, younger home-makers, younger working women, 
with buying habits and brand preferences yet to be formed, are 


valuable to you as customers—buy Groups. 


the magazines as a Group command volume circula- 


500,000 Net Paid Bonus Circulation! During 
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]. S. Hildreth 
Elected to Head 
Chilton Company 


Philadelphia, June 27. — Joseph | 
S. Hildreth, for the past 21 years 
a vice-president and director of 
the Chilton 
Company, has 
been elected 
president of the 


firm’s direct mail division. 

Mr. Hildreth entered the busi- 
|ness magazine field in 1909 as ad- 
vertising manager of Motor and 
Motor Boating, and resigned in 
|1915 to become publisher of a 
|predecessor of Chilton’s Automo- 
twe and Aviation Industries. 

Other Chilton publications are 
| Boot and Shoe Recorder, D & W, 
Department Store Economist, 
Hardware Age, The Iron Age, 
Jewelers’ Circular-Keystone, Op- 
tical Journal and Review of Op- 


business pub- tometry, The Spectator Life Insur- 
lishing com- ance in Action and The Spectator 
pany, succeed- | Property Insurance Review. 

ing C. A. Mus- 


selman, one of 
the company’s 
founders, who 
has been made 
chairman of 
the board. 

An executive 
of Chilton Company for three dec- 
ades, Mr. Hildreth has for the past 
10 years also headed the firm’s 
automotive unit, performing duties 
which have been turned over to 
G. C. Buzby, previously eastern 
territorial representative of Com-| Diego, Cal., was authorized to buy 
mercial Car Journal, a Chilton|the remaining stock from O. L. 
publication, and manager of the| Taylor, for $103,857. 


| KPHO Changes Hands 


| The transfer of control of 
| Phoenix Broadcasting, Inc., li- 
censee of KPHO, Phoenix, from 
| Central Newspapers, Inc., to Rex 
|Schepp, manager of WIRE, In- 
dianapolis, has been approved by 
the Federal Communications Com- 
mission. Schepp, owner of 33.3% 
of the stock, was authorized by 
an additional 21.66%. Jack O. 
Gross, half owner of KFNB, San 


J. S. Hildreth 


98% of ABP Papers 
Favor Launching 


Readership Study 


New York, June 28.—Ninety- 


eight per cent of members of As-| 


tion, American Association of Ad-| 
vertising Agencies and the ABP} 
it was agreed unanimously that | 
the study should “point out the 
scope and intensity of business | 
|paper advertising readership.” 
Some publishers who replied 
did not answer the questions on 


sociated Business Papers who re-|committee’s questionnaire, but a 


plied to a recent query from Ar-| 


majority indicated that they want 


nold Friedman of Chain Store Age, to know, among other things, how 


chairman of the ABP research! 


committee, are in favor of launch-| 


and what advertisements are read. 
Because of the varied types of 


ing a Continuing Study of Busi-| business papers, it is believed that 


ness Paper Reading on advertise- 
ments, ADVERTISING AGE learns. 
On the other hand, most of those | 


| nate 


the continuing study would alter- 
in covering papers in the 
merchandising, industrial, institu- 


who replied believe that reader-| tional and professional fields. 


ship studies of editorial material | 


should be made by individual — | Caron Names Chrysler 


lishers and not in the proposed 


cooperative program through the} 


Advertising Research Foundation. | 

Publishers who replied repre- 
sent a “good majority” of all ABP 
publications. ABP members would 
finance the study. 


Would Determine Scope, Intensity 


At a joint meeting last week of 
representatives of: the Association 
of National Advertisers, National 
Industrial Advertisers Associa-| 


Division Ad Chief 


Major John H. Caron, who has 
been released from duty with the 
Army air forces, has been ap- 
|pointed advertising manager. of 
ithe Chrysler division of. the 
Chrysler Corporation, Detroit. : 

Prior to his service in the Pa- 
cific area for more than three 
/years, Major Caron was director. 
| of sales promotion for Chrysler 
division. 


——s 
——— 


Going up-look at that chart! 


That curve represents advertising space in EI, 


FARMACEUTICO for the past 11 years. 


Using 1941 as a base of 100, it shows a 48° in- 
crease in advertising in this magazine, this year 
over 1941. 

Quickly, it shows that more and more manufactur- 
ers who see the handwriting on the wall and are 
desirous of selling the Latin American Drug Trade 
and Health Field are advertising in KEL. FARMA- 
CEUTICO. 


Anyone of the 141 current advertisers in this spe- 
cialized export magazine will tell you that their 
advertising in EL FARMACEUTICO enables 
them to maintain their most effective and econom- 
ical contact with the Latin American Drug Trade 
and Health Field. 


These advertisers too, are securing the advantages 
of these many services which the publishers of EL 
FARMACEUTICO make available such as: 
Trade Information, Sales Representation, Trade 
Lead Bulletins, Foreign Language Correspond- 
ence, Export Printed Matter, International Busi- 
ness Bulletins, ete. 


We would like to cooperate with you. 
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The Index of Drug 
Export Advertising — 


From the records of FARMACEUT ico 
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Business PusrisHERs INTERNATIONAL CorPORATION 


[Affiliated with McGraw-Hill Publishing Co., Inc., 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


and Chilton Co. (Inc.)] 


all eight pages of the research | 


advertising Age, 


Perrin, Loudon, 
Hill Form Agency 


| New York, June 28.—Edw} 
Perrin, who became staff man 
in charge of Army campaigns 
the War Adver- 
tising Council 
in February, 
1943, has. re- 
signed to  be- 
come a partner 
ina new agency 
with Henry A. 
Loudon, head of 
the Boston 
agency of that i 

name, and De- “d 
Witt Hill, for- 

merly a_vice- f 
president and . 

director of Mc- Edwin O. Perrir 
Cann - Erick- 

son, Inc., New York. 

The new firm will be known a: 
Henry A. Loudon Advertising. 
with offices in the Statler build- 
ing, Boston, and at 270 Park Ave.. 
New York. Among the industria! 
accounts which Mr. Loudon has 
been handling are Jones & Lam- 
son Machine Company, Hood Rub- 
ber Company, Bryant Chucking 
Grinder Company, New England 
Carbide Tool Company and Gen- 
eral Control Company. 

Soon after World War I, Mr. 
Perrin joined J. Walter Thompson 
Company as a copywriter and ac- 
count executive. In 1925, he be- 
came president of Olmstead, Per- 
rin & Leffingwell, and four years 
later he joined McCann-Erickson 
as vice-president and_ director, 
| where he remained until he joined 
| the council. 


uly 2, ig 


) 


Mr. Hill, a major in the Army 
recently placed on inactive duty, 
was with McCann-Erickson for 30 
years. For many years he was 
treasurer of the American Asso- 
ciation of Advertising Agencies. 


Hosking to Revlon 

Arthur N. Hosking Jr., former 
vice-president of John B. Stetson 
|Company and Stetson Hats, Inc.. 
Philadelphia and New York, has 
joined Revlon Products Corpora- 
tion, New York, as general sales 
| manager, succeeding Albert Katz, 
resigned. Mr. Hosking has re- 
signed as director, vice-president 
and chairman of the executive 
committee of the Hat Research 
Foundation, New York, which has 
not yet named a successor. 


Camels Plans Summer 
Mystery Show on NBC 


R. J. Reynolds Tobacco Com- 
pany, Winston-Salem, will replace 
“Abbott & Costello” July 5 for 
the summer months with a new 
mystery series titled “Mystery in 
the Air,” on the full NBC net- 
work. 

Stephen Courtleigh, formerly a 
Marine in G-2, will play the star- 
ring role of “Stonewall Scott.” 
The Camel show is heard Thurs- 


day, 10-10:30 p.m., EWT. Wm. 
Esty & Co., New York, is the 
agency. 


NIAA Conference Off 


James R, Kearney Jr., presiden' 
of the National Industrial Adver- 
tisers Association, and president 
of James Rk. Kearney Corporatio: 
St. Louis, announced following ; 
meeting of the executive commii- 
tee in Chicago that the 1945 con- 
ference of the association will not 
be held, in deference to the ODT 
transportation policy. 


a 


Penetrates 


into every worth-while industry in 
through 25,000 selected 
executives who read and respond 


America, 
to the new-product, new-applica- 
tion publication of the plastics in- 
dustry. 

Ask for a Sample Copy 


CLEWORTH PUBLISHING CO., Inc, 


551 Fifth Ave., New York 17, N. Y. 


* Chicago @ Cleveland @ Los Angeles * 
San Francisco 
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WHAT DOMESTIC ENGINEERING 


DEALERS SELL . . 


The following is a list of products Do 
+ will sell as they 


Deaters are selling © 


Electric water systems --- 2 
Water heaters .---*° or 
Plumbing fixtures .--- ae 
Mamet zaacicconestet*??* 
poses cabinets .---°°°°"" 
Furnaces --000000 ‘ 
Oil burners -----°7°7 7 j i 
Kitchen cabinets ----:°"""" 
Water softeners ---*"*" 
indeets «ss 0s0esese"*" 


Grease interceptors «<9 °°" °°" 3 
Air conditioning units .--+> + 
Lawn sprinklers «---"""" Se 
s burners .---"*"" aes rk oe 
> shen and room heaters. - - oe 
ranges ---"° Sere.” a 
cook watering equipment a _ 
Refrigerators vanenseon tes ~ =o 
Sle BM se ce 
Washing machines --:: : =o 


ectric ranges o 
ane for fire protection 


Windmills .----:77°°""" 


Frozen food cabinets ----"""* 
Electric light plants .---°° 


Milking machines ----** 
arm jp e™msg nts - 


meEsTiC ENGINEERING, 
become available: 


Ironers --::°*"""" ES 


cet 


turers are available on request. 


THIS DEALER HAS DONE A VITAL WAR JOB... 


4D HE IS SWINGING INTO HIS VITAL PEACETIME JOB 


Tue above partial list is a tabulation of prod- 
ucts which Domestic Engineering Dealers are selling or will 
sell as they become available, based upon a survey recently 
concluded. 

The diversity of lines represented is just an indication that 
the Domestic Engineering Dealer is an aggressive merchan- 
diser. He represents a market that was huge in the prewar 
period, has continued on a high plane throughout the war 
years and promises to expand both in type of product handled 
and in scope of activities. 

The Domestic Engineering Dealer is an established dealer 


...acontinuously active dealer whose services have been vital 
to the war effort and to essential civilian requirements. As 
verified by authoritative survey figures, he is now in the proc- 
ess of further broadening his lines to include various additional 


LEAL ESE 7 LISTE se vee? 


types of domestic and commercial appliances and equipment. 
He is ready...able...and available to sell your product 
today! 

The Domestic Engineering Dealer is also a DOMESTIC 
ENGINEERING Reader. In his plans for expansion he is de- 
pendent upon the editorial and advertising pages of DOMES- 
TIC ENGINEERING for the product, merchandising and tech- 
nical assistance he must have to develop and sell his greatly 
broadened postwar market. It is through these pages that the 
manufacturer of products for this field is brought to his most 
intimate contacts with this vital dealer group. These manu- 
facturers and their advertising agencies are invited to write 
for complete details on the Domestic Engineering Market, the 
Domestic Engineering Dealer and the publication which has 
served them continuously for fifty-five years. 


Emblem of 
Outstanding Service 


mmaeeeeeeeeeeeeeeeeeee ee eee le 


~~ WS HURIDE A CAAt vs sds 
% PEO Lee : 


HE large plaque shown here and 
received by DOMESTIC ENGINEER- 
ING is for excellence in the Class 1 Division of a recent 
nation-wide competition. This class one division was for 
entries competing for the best series of articles or edi- 
torials on one theme on a definite objective appearing 


in a series of issues. 


A complete copy of this list and an 
analysis of its significance to manufac- 
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Morton Plans Own 
Line of Postwar | 
Kitchen Cabinets | 


Chicego, June 28.—In a tie-up 
with Nash-Kelvinator Corporation, 
whose digtributors and dealers will | 
handle the new kitchen cabinet 
line, Morton Mfg. Company has 
announced plans to bring out its 
own trademarked kitchen equip- | 
ment. 


| 


been engaged in turning out a 
variety of war goods. It is now 


|signing franchises on an entirely | bulletins (AA, Jan. 31, ’44). 


voluntary basis, with distributors 
and retailers, who are members 


ing organization. 


Will Sell in Units 


The postwar Morton line will|suggested ideas they might have| Most Men: 
‘include a standardized group of|conceived and developed inde- | Most Women: 
|units which may be used singly,| pendently. 


in “work centers” or in complete 
kitchen installations. The sales 


planned to describe these ideas to 
/regular subscribers in monthly 
The 


| “Bureau of Ideas” failed to make) 
|spectacular headway, however, | 


|of the Nash-Kelvinator distribut-| after attorneys for a leading mail 


Advertising Age, July 2, 


i¥4 


Network Hooperatings for June 


Daytime Program Audiences 
MOST LISTENERS PER SET: 


Program 


‘order company protested that sub-|Tom Mix 
scribers might find themselves in- | Superman 


volved in legal squabbles 


Morton is keeping the “Bureau 
of Ideas” alive, however, in hopes 


| program is aimed at the market of|a better formula can be worked 


The Chicago company, one of |homemakers who plan to modern- | out to protect manufacturers as 


the largest fabricators of metal | 
products in the Midwest, intends 
to advertise the line to consumers | 
in national media as soon as un-| 
restricted manufacturing can be) 
attained. First announcement to| 
the trade will be made in the July | 
Electrical Merchandising. 

Morton, which for more than 20 | 
years has manufactured steel cabi- | 
nets for the wholesale trade, de-| 
veloped a line of kitchen cabinets 
and cabinet sinks shortly before 
the war and had started a dis- | 
tributing organization of its own. 
Pearl Harbor interrupted these | 
plans, and the company has since} 


ize their kitchens a step at a time, | 


according to C. S. Motter, Morton 
vice-president. 

Charles Daniel Frey Advertising 
Agency, Chicago, handles this part 
of the Morton account. 

The company also manufactures 
railway appliances and other metal 
products under contract, and mer- 
chandises an employe “Suggestion 
System” to individual firms 
throughout the country. Last year 
it ran newspaper advertisements 
in selected cities asking the public 
to submit to a new “Bureau of 
Ideas” suggestions for new prod- 
ucts, gadgets, processes, etc., and 


well as inventors. Bureau ads 
currently are running in Popular 
Mechanics and Popular 
and in classified sections of metro- 
politan papers. Spencer W. Cur- 
tiss, Inc., handles this “Suggestion 
System” account. 


NEW CROSLEY KITCHEN LINE 

Cincinnati, June 27.—Backed by 
effective advertising and promo- 
tion, Crosley Corporation plans to 
hit the “Heart of the Home” mar- 
ket postwar with a prefabricated 
line of kitchen cabinet sinks and 
wall and floor cabinets. 


The new Crosley line is limited 


Annual Sale 
MEN’S SUITS 
$30,000,000 


It's a fact. Men’s suits did cost Philadelphians that much last year. 


It's also a fact that nearly 4 out of 5 Philadelphians get a lot of their 
buying impulses via The Evening Bulletin. And the same applies to the 
$2,149,036,000* total that Philadelphians spend annually —here in the 
nation’s third largest market. 


It's why we say that for all practical purposes, ONE DOES IT in Phila- 
delphia. ONE NEWSPAPER — with America’s greatest evening circulation 
(600,000) — has been the leader in this market for 40 consecutive years. 
Remember, it’s The Evening Bulletin. 


*% From Bureau of Labor Statistice and U. 8 


Census of Distribution, Philadelphia Area Figures 


In Philadelphia— nearly everybody reads The Bulletin 


Science, | 3. Monday through Friday, 12:15- 


| 1 


over| Terry and the Pirates 
Tom Mix, with 0.55 (Ralston Purina Co.) 
Romance of Helen Trent, with 1.36 (American H 


Products.) 
Most Children: 


Sponsor 7 
Ralston Purina Co. 
Kellogg Company 
Quaker Oats Company 


Hop Harrigan, with 1.31 (General Foods Sales C 


MOST SETS IN USE: 


Monday through Friday, 12:45-1 p.wm., EWT................ 


Programs: Our Gal, Sunday (American Home Products) 


2. Monday through Friday, 1-1:15 


“GO 


Programs: Baukhage Talking (Cooperative) 
Life Can Be Beautiful (Procter & Gamble) 


0 Ee 5 y 16.5 


Programs: Glamour Manor (Procter & Gamble) 
Big Sister (Lever Bros. Co.) 
Songs by Morton Downey (Coca-Cola Company) 
HIGHEST SPONSOR IDENTIFICATION: 


Ma Perkins (NBC) 3:15-3:30 p. m 


.. EWT, with 73.9 


Correct Product 67.6 (Procter & Gamble Company) 
“TOP TEN” WEEKDAY PROGRAMS 


Net- Hoope ? 
Program Sponsor Product work atin 
When A Girl Marries General Foods Various Products NBC 8.0 
Sales Co. 
Pepper Young's Procter & Gamble Camay NBC 1.6 
Family 
Our Gal, Sunday American Home Anacin CBS 7.6 
Products 
Portia Faces Life General Foods Post 40% Bran Flakes, 
Sales Co. Post Raisin Bran NBC 7.5 
Young Widder Brown Sterling Drug, Inc. Various Products NBC 6.9 
Stella Dallas Sterling Drug, Inc. Various Products NBC 6.8 
Breakfast in Kellogg Pep ABC 6.8 
Hollywood 
Ma Perkins Procter & Gamble Oxydol CBS 6.7 
Breakfast in Procter & Gamble Ivory Flakes ABC 6.7 
Hollywood 
Big Sister Lever Bros. Co. Rinso CBS 6.7 
to 12 uniformly-designed units| bage receptacles, corner shelf unit 


which dealers will be asked to 
stock and display, and the com- 
pany stresses that the new cab- 
inets may be installed in the kit- 
chen easily at low cost, and may 
be sold to all family income levels 
because of the various combina- 
tions possible. 

Crosley, which becomes the new- 
est unit of the expanding Aviation 
Corporation (AA, June 25), is 
building interest in the kitchen 
sinks and cabinets through cur- 
rent color copy in an extensive 
list. of national magazines. This 
consumer schedule is to continue 
during the second half of 1945. In 
addition, the company is using 
consistent trade publication ads, 
dealer folders, wall hangers, etc., 
to stimulate dealer interest in the 
compact line. 


May Purchase Separately 
The 12 units may be purchased 


separately or in any combination | 


to set up three kitchen “centers,” 
consumer copy relates. These are 
the sink and cleaning center; the 
Crosley Shelvador refrigerator and 
food preparation center; and the 
Crosley electric or gas range and 
serving center. Kitchen accessories 
also are to be promoted, such as 
cup racks, step-up shelves, gar- 


and work surfaces, meno-top work 
surfaces and decorative end 
shelves. In addition, the cabinets 
also may be used with the forth- 
coming Crosley home freezers and 
laundry equipment. 

The Crosley merchandising story 
is told in a new dealer brochure, 
“Your Key to the Heart of the 
Home Market,” which pictures the 
new line and outlines Crosley’s 
intensive promotion plans. 


Nash Starts Summer Show 


For eight weeks from July 1, 
Nash-Kelvinator Corporation, De- 
troit, is presenting a summer 
musical series, “Sunday on the 
N-K Ranch,” on the full network 
of the American’ Broadcasting 
Company, Sunday, 4:30-5 p.m. 
EWT. The show replaces the An- 
drews sisters, who are on an 
overseas tour. Agency is Geyer, 
Cornell & Newell, New York. 


Hunter Appointed 


Fred S. Hunter, since 1940 New 
York district publicity manager 
of United Air Lines, has been ap- 
pointed West Coast manager of 
American Aviation Publications, 
with offices at 412 W. Sixth St., 
Los Angeles, 


al 


* Government Institutions 


* Farm and Stock 


* Industry 


‘Muskogee Daily Phoenix 
“MUSKOGEE TIMES-DEMOCRAT 


MUSKOGEE—Third in size in Oklahom 
is "High Spot City” according to a rece! 
issue of Sales Management. 

Sales Tax Reports for the State also pla 
Muskogee THIRD — meaning that m 
chandise finds a ready CASH market her 


MUSKOGEE is a “MUST™ in Oklahom 


MORNING © EVENING ° SUNDAY 
epresented by THE BRANHAM COMPA : ; 
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A gentle over-all glow has its uses. 
But sharp illumination on a definite 
spot casts better light on the subject 
any day. 

Throw your selling spotlight on the 


— group with power to move mountains of 
. unit 
work 
- end 
pinets 
orth- 
s and 


merchandise — the readers of MADEMOISELLE. 


Are there trillions of them? No. Billions? No. 


story 
hure, 
f the 
S the 
sley’s 


Millions? Maybe. Class circulation? Well, it's 
a strange class circulation, for it acts like mass. 


Did you ever hear of a class magazine selling so 


now 

ly many $8.95 baby items* (items you might not 
_ the even have expected to see in MLLE at all) 
Dam from a June ad that the manufacturer didn’t 
eyer finish filling orders until January? That's 


bi ‘ ‘ _ MADEMOISELLE. See what we mean by spotlight? 
i MLLE readers have influence far beyond their 
statistical numbers. You can't make statistics 
out of the fervor that actuates our readers to 
rush out and buy and recommend the good 
things between our covers. 
When you're in a buyer's market again, and 
when space is available again, throw your spotlight 
on the readers who always have bought and 
will continue to buy, at a terrific rate, the worth-while 


merchandise advertised in MADEMOISELLE. 


hom me 


*name on request 


rece! 


pla 
t me 


t her 


hom 


WAR . EDITORIAL OFFICE: 122 EAST 42 STREET, NEW YORK 17 + ADVERTISING OFFICES: 122 EAST 42 
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BONDS 230 NORTH MICHIGAN AVENUE, CHICAGO 1 + 903 GARFIELD BLDG., LOS ANGELES 14 
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Dr. Scholl's 29th 
Foot Comfort Week 
Promoted Widely 


Chicago, June 26.—As innumer- 
able magazine and newspaper ads, 
and perhaps more than 100,000 
window displays are proclaiming, 
this week is “Dr. Scholl’s Foot 
Comfort Week.” 

Sponsored by the Scholl Mfg. 
Company annually since 1917, it 
represents the most outstanding 
“week” promotion undertaken dur- 
ing the past few decades by any 
single manufacturer. Many an- 
other nationwide ‘‘week” has come 
and gone over the 28-year period 
in which the Scholl-sponsored 
week has continued to win wide- 
spread support. 

This success must be reckoned 
the result of three factors: The 
nature of the products involved, 
the need of many types of mer- 
chants to promote the sales of the 


products and, above all, the per- 
sonality of William M. Scholl, 
M. D., founder and president of 
the company. 


Decides on Special ‘Week’ 


Dr. Scholl had already set up a 
large organization and was nation- 
ally advertising his gradually ex- 
panding line of foot aid products 
by 1917. It was then that he con- 
ceived the idea of a special “week” 
campaign to spearhead the regu- 
lar advertising. Hundreds of shoe 
stores and department stores sell- 


ing his arch supports, bunion 
pads, etc., “caught on” imme- 
diately. 


Scholl officials say that since 
then the company’s expansion has 
never stopped. Year after year 
the company’s dealers have in- 
creased in number, the advertis- 
ing schedule has increased, the 
number of different items handled 
has grown and manufacturing fa- 
cilities have expanded. 


Dealer Total Unknown 


Just how many dealers the com- 
pany has is a mystery to Scholl 
officials. They guess that the 
number ultimately sold by job- 


bers and wholesalers is somewhere 


between 100,000 and 200,000, in- 
cluding department stores, drug 
stores, variety stores, general 
stores, independent shoe stores 
and the 16 stores which Scholl 
owns and operates in the U. S. 
There are listed some 85 Scholl 
foot comfort stores in England, 
and others are located throughout 
the world in such out-of-the-way 
places as Malta, Havana, Palestine 
and the Canary Islands. 

Neither do they know exactly 
how many advertisements are run 
each year for the Zino-pads, spe- 
cial shoes, arch supports, powders, 
and hundreds of other remedies 
devoted to the cause of foot com- 
fort, because dealers buy and pay 
for thousands of their own ads. 
J. A. Wagner, advertising man- 
ager, estimates that normally the 
company’s own ads will appear in 
a year in 78 magazines and 600 
newspapers, rotogravure sections, 
nursing and medical journals, drug 
and shoe and variety trade papers, 
etc. He estimates that possibly 
five billion impressions of the ads 
are printed each year. Most are 
for the Zino-pads “for corns, ten- 
der spots and sore toes.” 

The ad program includes spots 
over 22 widely scattered radio sta- 


tions throughout the country. 

Among newer items added are 
a plastic arch support that comes 
in several hundred shapes and 
“Half-Twist,’ a tubular fabric 
bandage made under a _ license 
from the Surgitube Products Cor- 
poration, New York. 

Donahue & Coe, New York, is 
the agency for Scholl. 


Canada Gets Car 
Quota for 1945 


Quotas have been issued to the 
“Big Three’ automobile manufac- 
turers in Canada for production 
of civilian passenger cars in the 
last half of 1945, according to the 
Financial Post, Toronto. The 
quotas cover a maximum of 10,000 
cars for domestic sale and distri- 
bution within Canada, and are 
divided as follows: General 
Motors, 3,870 cars; Chrysler, 3,670, 
and Ford of Canada, 2,460. 

It is expected that a further al- 
location of some 2,200 cars will 
be made in Canada to allow manu- 
facturers to handle some export 
business. Traditionally, Canada 
exports a large total of her do- 
mestic automobile production. 
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says GEORGE L. FULLMER 
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busy executives . 


The ATF Red Book of ty pes, 
or single-page showings of 
individual faces, including 
complete alphabets, will be 
sent gladly if requested on 
your letterhead. At the right 
are types that are mentioned 


in this advertisement. 
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{dvertising Manager 


THE NATIONAL FOREMEN'S INSTITUTE 


depend upon ATF types to give us. 


Kaufmann Bald 
Stymie Bold 
Lydian Cursive 
BALLOON BOLD 

Keynote 


AMERICAN TYPE 
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“The ATF Kaufmanns, Stymies, Balloons, Keynote, 
Brush, Lydians, and other such faces we use for 
display on our manuals and reports, are not chosen by 
. we need them for specific reasons. We 
want their vigor, clarity, and eye-appeal to make our 
labor-relations literature inviting and easy to read... 
their dignity and practicality to get across quickly with 
.. their sincerity and forthrightness 
to inspire confidence in foremen and workers. These 


are qualities essential to our printing, that we 


FOUNDERS 


200 Elmora Avenue, Elizabeth B. New Jersey 


| 
| 
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Advertising Age, July 2, 


AC TJ 


A New “House of Magic’ 
for Postwar America 


“...@ne of the strongest guerentees of progress and world »... 
is sctentific prep: through industria! resee,. - 


G approved plane fora new — velopments in rormy 
94,000,900 Remarch Labarstory. Ths expendi and chemustry. but alan 
te tremendous « nce. Scientific 


GENERAL @ ELECTRIC 
HOUSE OF MAGIC—As part of its 
regular newspaper campaign, General 
Electric Co., Schenectady, is making 
first mention of the $8,000,000 research 
laboratory it will begin constructing jin 
six months (AA, June II). Batten, 
Barton, Durstine & Osborn, New York. 
is the agency. 


F.]. Buse Suits 
Based on Contract 
Breach, Not Paper 


New York, June 28.—The four 
suits filed in Cook county circuit 
court by Editorial Management 
Corporation, New York, against 
Edwin Hamilton, Chicago attorney, 
and his associate, George Moor- 
man (AA, June 16), were based 
on “a breach of contract by Mr, 
Hamilton in failing to deliver com- 
pleted editions of magazines which 
Mr. Hamilton contracted to sell 
and deliver.” 

This statement has been made 
by Frederick J. Buse, head of Edi- 
torial Management, who wishes to 
clarify the impression that the 
suits were filed on “alleged failure 
to deliver paper to be used in 
publishing magazines.” 

Mr. Buse also said that Mildred 


J. Herbert and Mildred Munson, 


|mentioned as associates of his and 


|co-defendants, are 


|day strike. 


independent 
contractors. He also added that 
“individually” he had “nothing to 
do with the publication of Movie 
Play, except that Editorial Man- 
agement was hired for the express 
purpose of rendering’ editorial 
services in connection with the 
publication of that as well as other 
Magazines.” 


‘Pittsburgh Press’ 
Resumes Publication 


The Pittsburgh Press resumed 
publication after 80 striking AF 
of L truck drivers returned to 
work June 27 following a four- 
The drivers dropped 
their demand for a separate con- 
tract in place of the joint contract 
with three other Pittsburgh dailiés 
now in the hands of the Wat 
Labor Board. The strike began 
Saturday, June 23, and the Press 
suspended publication June 25. 


Entire Fawcett Account 
to McCann-Erickson 


With the relinquishing of Lif: 
Story and True by L. E. Me 
Givena & Co., New York, all ad- 
vertising of Fawcett Publications 
Inc., will be handled by McCann 
Erickson, New York. 

The addition of the two cam- 
paigns now brings the total wort) 
of the account to McCann-Erick 
son from $425,000 to $650,000. 


MEMBER A.B.C. 
COWAN PUBLISHING CORP. 


342 MADISON AYENUE, WEW YORK 17,4. 
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ident States News readers is their interest in all 


fovie kinds of corporate and personal insurance. 


Man- 
press 
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h 
other PERSONAL 


64,800 subscribers to The United States 
News are consulted on personal insurance 
a ' matters by a large number of friends and ac- 
pped quaintances — an average of 6.1! consultations. 


ogi CORPORATE 


More than 100,000 specify or okay various 
types of insurance carried by their companies. 


tions And this is just one of many revealing 
car: side lights about this uncommon group of : ae ie 
— (200,000 GUARANTEE) pee 


0. men and women, 90% of whom read The we 


— The Direct Route to aa 
United States News from cover-to-cover. eo. ae 


corporate and family buying 


Read it from cover-—to-— 
over every week and think it is 


Ine of the best magazines in the 


untry." ~ 
frank L. Jones, Vice Pres “Corporate Insurance” covers Fire, Public Liability, Casualty, Em- 
SCUITABLE LIFE ASSURANCE ployer’s Liability, Indemnity, Burglary, Group, Boiler, Endowment. Vice President ip rtising 
CIETY OF THE U.S. 20 Rockefeller Plaza, New York 20, N.Y. 
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Bankers Corp. to Lupton 


Bankers Commercial Corpora- 
tion, New York and Chicago, has 
appointed John Mather Lupton 
Company, New York, to handle 
advertising. Small space in news- 
papers in New York and Boston 
will be used. 


WILM Names McGillvra 

WILM, Wilmington, Del., has 
appointed Joseph Hershey Mc- 
Gillvra, Inc., New York, as exclu- 
sive national representative. 


DONT MUTILATE 


YOUR MAGAZINES 


When business papers and general 
magazines come into your orgoniza- 
tion don’t cut them up. Route them to 
all departments and then use our 
service to handle your clipping work. 


Booklet No. 20, “How Business Uses 
Clippings” tells how we do it. 


BACON’SCLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS PAPERS MAGAZINES 
71 NM AASAILE ST CHICAGO 3. ILL 


ion the basis of 


FCC Sets Higher 
Frequencies for 
FM Broadcasts 


Washington, June 27. — Cutting 
short the bitter debate that cen- 
tered on the frequency allocation 
for FM radio, the FCC issued a 
report today instructing radio 
manufacturers to do their planning 
receivers and 
transmitters set for the “upstairs” 
88 to 106 megacycle spot. 

Overruling industry _ protests, 
the commission said engineering 
data indicated that the interfer- 
ence factor at FM’s present loca- 
tion would be so serious during 
the period of development that the 
nation would lose much of the 
good of high fidelity broadcasting. 
To the allegation that FM would 
be 99% interference-free, except 
in rural areas, FCC said it is 
“under statutory duty to make 
available to all the people of the 


United States an efficient nation- 
wide radio service.” 

The commission’s final alloca- 
tion, in addition to moving FM up- 
stairs, provided for 13 television 
channels and for facsimile. The 
13 television channels, below 300 
megacycles, will be available for 
use as soon as equipment is pro- 
duced. 

“At earlier hearings,’ the com- 
mission said, “some contended that 
FM might be delayed if it were 
assigned to the higher fre- 
quencies.” Asserting that it was 
originally predicted that the delay 
would be four months, the com- 
mission argued “it may well be 
that competition will markedly re- 
duce even this four months’ esti- 
mate.” 


Production Not Authorized 


Observing that WPB has yet to 
authorize civilian radio produc- 
tion, and that this report makes it 
possible for manufacturers to be- 
gin at once their planning and de- 
sign, FCC said “the planning and 
design may be completed before 
production of equipment is au- 
thorized.” 

“Manufacturers, of course, are 
desirous of marketing FM receiv- 


ers at the earliest possible mo- 
ment; and the commission, too, is 
concerned that FM receivers shall 
be freely available to the public 
early enough to supply the im- 
mediate postwar demand,” it said. 

“However, the commission has 
a duty to consider the long-range 
effects of its action as well as the 
effects during the months immedi- 
ately ahead and, it does not pro- 
pose to provide an inferior FM 
service during the decades to come 
merely because of the transitory 
advantages which may be urged 
for an inferior type of service.” 

While the commission gave a 
green light to equipment produc- 
ers, earlier it had said that assign- 
ment of station locations will be 
delayed until tests are completed 
this summer to provide informa- 
tion on spacing and other mechan- 
ical considerations. 


Aids Vets in Radio 

Radio-Craft, New York, is offer- 
ing free use of its classified col- 
umns to veterans seeking employ- 
ment in radio, electronics or allied 
fields. Ads, limited to 50 words, 
will be accepted beginning with 
the August issue. 


So the War is Almost Over? 


It’s not over yet for this kid. 


They'll patch him up and he'll be back in the fight 
again. He won’t quit until the last Jap sniper has 


put down his rifle. 


How about you, Mr. Advertiser? 


It’s going to take a lot of smart copy to keep the 
home front in this war to the end... to keep people 
saving gasoline and tin and paper... to keep blood 
banks filled... to keep the Cadet Nurse recruitment 
program rolling. 


How about going “all out” when you go outdoors? 
Remember, four out of every five people in New 
England see your Donnelly boards. Why not give a 


message that counts to these people who count? 
As you know, you can count on them to do some- 
thing about it. John Donnelly & Sons, Boston 19. 


Donnelly Ady. 


Aavertising Ag avy 


? 


$200,000 Annual], 
Sought by Orego:, 


Tourist Bureau 


Salem, Ore., June 26.—The tv )y 
ist travel bureau of the Ore oy 
State Highway Commission il] 
seek $200,000 annually for pro 
tion immediately after the Yr, 
Ray Andrews, Botsford, Const »- 
tine & Gardner, Portland age: \ 
predicted at a recent meeting h 

The conference was called 
Gov. Earl Snell for the purpos: 
organizing state promotional 
tivities. Acting chairman 
Arden X. Pangborn, general m: 
ager of Station KGW, Portla: 
and president of the Oregon A 
vertising Club. Mr. Andrews is e» 
ecutive on the bureau account. 

His figures on greatly expanded 
postwar promotion were presente: 
to 85 representatives of chambe, 
of commerce, state fish, game and 
highway commissioners, hotel and 
tourist cabin groups, railroads, ai 
lines and others interested in 
building Oregon’s reputation as a 
vacation land. 

Early in July the commission 
will consider final approval of the 
bureau’s proposal to spend $45,000 
on magazine advertising late thi: 
year and early in 1946. 


Names Newark Agency 


Gedney Electric Company, New 
York, has placed its account with 
George Homer Martin, Newark 
agency. Business papers are 
scheduled. 


Oakland Club Plans Party 


Members of the Advertising 
Club of Oakland, Cal., will meet 
for a county fair-style cocktail 
party, dinner and dance Friday, 
July 13, at Durant Park, Oakland. 


Photochrome Expands 


Photochrome Colorprint Lab- 
oratory, Hollywood, has moved to 
larger qvarters at 846 N. Fairfax 
Ave., Hollywood 46. 


EMBARRASSING 
BEHIND THE SCENES ? 


N. Y. metropolitan afternoon 
dailies put up a good front — 
but behind the scenes in the 
Bronx, it's The Home News th«! 


gets manufacturers  resuls. 
Only 192,530° copies of these 
papers reach this tremendous 
$348,870.000.00 market of 37. 
843 families. The Bronx Hore 
News (101,825 daily — 105,5'6 
Sundayt), a family paper that is 
90% home delivered, will gi @ 
your sales the stimulus thy 
need in so fertile a territory 
* Established by projection of N. Y. ¢ 
afternoon paper circulation based © 
pattern of morning paper circuls 


tion. Includes papers brought 
from other boroughs. 


+ A, B. C. Publishers Statement, Sep 
30, 1944. 


BRONX HOME NEWS 


Bronx 55, New York 
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%& TOPFLIGHT NEWS FEATURES 


Walter Winchell 

Drew Pearson 
Raymond Gram Swing 
Dr. Bertram L. Hughes 
H. R. Wills 

John B. Kennedy 
Leland Stowe 

Gil Martyn 


SAINT LOUIS 1, MISSOURI 
Owned & Operated by the St. Louis Star-Times 
630 KC. « 5000 WATTS - FULL TIME »- AMERICAN-BLUE NETWORK 
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Affiliated with KFRU, Columbia, Mo. Represented by John Blair & Company— Offices in New York « Chicago « St. Louis * Los Angeles * San Francisco 


‘ 3 i . a” : MG “She 
5) | q 
a 
DH) . 
9 See a = r= 
a ca ¢ Pert ge ae a * 2 "3 G 2 : FE 4 
ti Po Bis se ‘i eo tig: : i ee oe ; a hi ; . ia Be 
: ; -y Pei tiie, We a = 8 i= 2 a a Sane 2 : ewe iis ae 
a _— : aa i ae Wee aS a ae = 
0 « wed 5 Pasian! "Om. . é ree eed as ae, 4 . \ K 3 oi aa s " ‘ = 
War, ’ Al if > a . ae 
Stan- — - Us ies ee ee ta ae a tin alee 
e ’ rps Rot : oO; en = meee mies os a ae ae is , a 
h p ee 8G Edie 8 / £ Pe ‘>; 4 eee per a icine ceaget> es “Wee — + c ne oN eee a) 
_ Se SA ae : 
3 2 a pid AS P 
eee 2 ee i ° a ah ee = 
Pe P as a ag _* Pe, ie : 2 _ 
P : dics f: es Ea s vou S Sry ote b 4 el ee es eee - 
S eX ou ae eae va SP. Hare Ra 
indec .’* BD “eee eal 
ented a. Ve ee Pini a i, feck ey et es 
nbe: = nee pene nn commu a a 
> and — a me Re re oe =H os 4 oc i d hae J ; : ee 
. : a me b are A ail ct 2eu « az ae r} 7 
l and i em trys “4 eyo ener, MM ce Pee oy i sae 
by all Re ee ite Lo + tips sid Tein ce ee es pert ° ‘ rs wat joa 
abs i : tee i ed cs r ‘ % : , . i: ie 
a in et Mee Song bee fi. thes cg Fe ee re 
adie Ti Bb, ta, piper 6 eee cS peer 3 
4 are Sa... Bago fi = * e 
$d a, = =— seek Stas aarti ' — sais yeene ie 
2 weer eee RE ia? ane ee = 
a! i Weash exp, is Rtn, third) 1 ing i ae 
Vie <a a Sota Sly “qs LN We ase RE ON Ga A, © RS Eco ca 
og oe log? Vibe gs Beta. | en ee ce Biers et Cee ee A " 
ee, Tae Sely .” Altes = : } na oF Or "< a , vince 
we is bE 3. j oy é F _ 
ee 010, SUarg., Wie & Ts he ef eR Sees eS pie beside np” pale pena cto ty 7 
_ fe oa atttiaee — Oe ROR 5 Aig, a sot : 
: » . ne Qty Sa ° x ‘ ‘ : “. rs coer ety, rai rind nT ae te) 
_ Sega Wa Y * t 4 
6°" pga | ; é * es Sah a : FS Be 
“ rt 7 see 
arty < | 
tising ies: a 
meet ay } oo 
‘iday, Rec, e y 
land. ° [ a i 
| a oS 
ed to 4 a : —=- . Ss fj ea 
me AND IN ST. LOUIS-— a & 2 ae — (S| ie 
ee im a | T , 
rn wen - aes cee ee: , af Pa - \ a ; 
casiceaeial ee es a © Pa # r - L ‘ eee 
aoe ai. hy : rc aa  5O° ~ 
. ae. aos ‘ ‘ 
: ene : .S P i Lae E 4 ' = = al = 4 oo eS a ir: ee . , * hoe poe 4 I ive i. “a 
S$ ? mae me ar. a Bima” a miu ae % or = eee 
- Svante - ie). : Be ha os: s : Ba ig aes : ae 
4 Py 4 , Via es ; ei. 4 ‘A iY > =) ro . % a ra . : i 
Be ae \\ ae ee i. TY ie 7 
oe oi Lo. | ne 
, Comptes a “eo. aoe 2 jee ba a a iy Le : ate : 
it : Z * em : ie fig a 2s Sa Reh aang q LE sre a es : be a. ma “a a 
: cae no 3 AG AP SNE Ra Sears Saee dae ee Sere a wy pe ee eg 7 a re. 
a ‘ be aha ie adh ' ~< mat a oc hes Mee pcs nie 
4 a eee Oa eee ao ee ‘ 
aie z 2 bi 4 ‘ sci ; ct a 
4 ki Te Lae Ey = at Ly yioea ie Ok tee ae PRE SELS or tare . a * 5 
: 7 . E : Fe ot Sia’ coe FoR y ah re i ‘ ‘chbatip £4 orks Se mi) "Yi fact 3 an. ‘ “ — Gay “i 
\ — j wf ie 2 Ss Reaeesie eR xs 2 ier % o , ae 
. : a oe a eae a 9 ie ame >" Bere ll 3 ; sf 
Ce Ra Dt eee | ; mi Sy a ke paliaygen SR ee i, s ‘ves . 
» of — 4 ames YY \ - > S aa 
cl ur a ten. ¥ e 
aa w pa F n Pe : 
srnoon : "he . j a 
ront — “ : ff 
in the ; os; 
vs that Sar 
. ‘oe 
esul's. oH 
the:e oe 
f 37 ux S Sin " 
Hon e ; _ 
05,556 
that is Rom | 
ll gie 
they | 
tory 
S. 6 
sed © 
irculs 
tht > ; 
, Sep ) 
J 
ws 
am — ; 


7 
oe 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Trade Mark Registered in U. 8S. Patent Office 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Member Audit Bureau of Circulations, Associated Business Pape#s, National | 


Publishers Association, Advertising Federation of America. 


Published at 100 E. Ohio St., Chicago 11 (Del. 1337); 330 W. 42nd St., New| 


York 18 (Br, 9-6431); 995 National Press Bldg., Washington 4 (Re. 7659). 
G. D. CRAIN, JR., President and Publisher; S. R. BERNSTEIN, C. B. GROOMES, 
O. L. BRUNS, Vice-Presidents; B. G. REHM, Treasurer. 


Editorial Department: S. R. Bernstein, Editor. 
John B. Miller, Managing Editor. 


Editor. 


Lawrence M. Hughes, Executive 
Stanley E. Cohen, Washington Editor; 


Murray E. Crain, Emily Hall, Doris Lawton, James McGuinn, Robert Murray, Jr., 


Robert Granitz, Betty Bates, Frances Jameson, Associates. 


Correspondents in All 


Principal Cities. 


Advertising Department: Charles B. Groomes, Advertising Director. 
New York: Carl Doty, Eastern Advertising Manager; 


Manager Sales and Service. 


Halsey Darrow, T. K. Worthington, G. A. Ahrens. 


Advertising Manager; J. F. Johnson. 


J. P. Dobyns, 


Chicago: O. L. Bruns, Western 


San Francisco (4): Simpson-Reilly, Ltd., Russ 


Bldg., Wm. Blair Smith, Manager. Los Angeles (14): Simpson-Reilly, Ltd., Garfield 


Bldg., Walter S. Reilly, Manager. 


Ft. Lauderdale, Fla.: Eugene A. Smith, 315 


S. E. 17th Ave. 


Vol. 16, No. 27 


July 2, 1945 


10 Cents a Copy, $2 a Year 


A Matter of Good Taste 


One of our correspondents, a 
Milwaukee agency executive, has 
written a vigorous letter of protest 
against what he calls the “sexa- 
tious” character of many current 
advertising campaigns. He par- 
ticularly resents such illustrations 
as the Peter Arno cartoons for 
Gem razor blades, the Raleigh 
cigaret window posters and simi- 
lar pictures which he believes lay 
too much emphasis on sex. Yet 
he makes the point that he is not 
opposed to these things on per- 
sonal grounds, but only because 
he believes they weaken the effec- 
tiveness of advertising. 

The question obviously is one 
of good taste, and here is where 
a fine line of distinction must be 
drawn. This is particularly true 
of national advertising, for what 
is considered in good taste in New 
York may not be in Milwaukee 
or Des Moines or Denver. In other 
words, the advertiser who offends 
good taste among a considerable 
portion of his prospective cus- 
tomers is obviously discounting his 
advertising. 

On the other hand, it is hardly 
enough to condemn an illustration 
because it seems to emphasize too 
greatly all of the elements gen- 
erally thrown together under the 
label of “sex.” For example, it 


luscious ladies who are featured 
in the Raleigh window displays 
to which our correspondent objects 
offend many people who would 
otherwise be inclined to buy 
Raleighs. But in and of themselves 
they seem to us relatively innocu- 
ous, and they are certainly beau- 
tiful. Whether they help to sell 
B&W cigarets, or would do so 
under ordinary competitive con- 
ditions, is something else again. 

Mr. Arno’s brash cartoons ob- 
viously demonstrate a great inter- 
est in the female anatomy on the 
part of the gentleman usually pic- 
tured in the ads as having over- 
come 5 o’clock shadow, but they 
have a quality of rich burlesque 
which helps to take them out of 
the category to which our critic 
refers. Maybe they offend as 
many people as they please. 

It is certainly true that ad- 
vertisers are not justified in taking 
a chance on offending a large 


—Reprinted by 
Saturday Evening Post, copyright 1945 by 
the Curtis Publishing Company. 
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Generic Terms 

Station KMBC, Kansas City, has 
been conducting a radio institute 
for teachers this summer, in coop- 
eration with the local public 
schools and the University of Kan- 
sas, with some 300 educators at- 
tending to learn what radio is, how 
it works, and how it can help 
them. It’s a swell idea, and an 
impressive course is being given. 


tion’s facilities, the names of the 
instructors, etc. 


other struck us as an unusually 
| interesting demonstration of the 


cso sconmnenemnse eRe te 


ABT | 


ene eee ee 2.00 
Personal property tax......... .60 
BOeRE BOUTIV GORE. 6 ia 6cescans $55.82 


For 200 hours a year, that adds 
up to an annual cost of $11,000. 


Smart Merchandising 

For its ability to retailor ad- 
versity into opportunity, those 
Sunkist people needn’t take a back 
seat for anyone. Faced with the 


In connection with the course,|fact that 75% of the California 
each student was given an elab-| oranges which will reach the mar- 
orately prepared brochure outlin-| ket this summer will be unusually 
ing the course of study, the sta-|Small and therefore less appeal- 


ing to eye and purse, they have 


And included in|launched an advertising and mer- 
the book was a glossary of radio|chandising campaign which bids 
terms, which for some reason or |fair to make the pygmy orange 


| 


the apple of the consumer’s eye, 
if we may be permitted a bit of 


number of their readers or lis-| power of advertising and publicity.| mixed fruit metaphor. 


teners. A good many of the radio| The two terms which struck our | 


Dealers are being told to display 


comics have been criticized for|eye were “Crossley,” the name|the little valencias in bulk — the 


making off-color cracks, and even 
such a popular favorite as Bob 
Hope has been taken over the 
coals on this ground in some in- 
stances. 


isn’t the point. It’s the advertiser’s 


may be entirely possible that the | job not to offend. 


The Voice of Industry 


A recent news item in ADVER- 
TISING AGE reported the publica- 
tion by Bakers Weekly of 


members of Congress and govern- 
ment agencies in behalf of the 
baking industry, and pointing out 
the harm to the public which will 
result if regulations regarding con- 


sumption of sugar and shortenings 


by the bakers are continued. 

We think this is an interesting 
indication of the new function 
which leading business papers 
have assumed, of interpreting their 
industries’ point of view to gov- 
ernment and the public. It is an 
important and challenging task, 
an ne which should result in 

é ng the prestige and power 
of the iness pre provided the 

b is well done 

We believe that it will be 

ndled properly, if. only because 
nost business publishers have de- 


| 
| 


full-page advertisements in Wash- | no 


ington newspapers, addressed to | public. 


veloped a well-defined philosophy | ally in the 


We wouldn’t agree with | 
the criticism of Bob—but that| 


frequently used to designate pro- 
‘gram ratings of the Cooperative 
|Analysis of Broadcasting, for 
| whom Arch Crossley does the field 
|work; and “Hooperating,” coined 
by C. E. Hooper, Inc. to designate 
this firm’s radio ratings. If you 
were connected with one or the 
other of these organizations, which 
definition from the KMBC book 
/would you prefer to have tagged 
|to your baby: 

CROSSLEY 


a term used generic- 
radio industry to indi- 


to the effect that nothing is in| cate a program rating. 


the interest of business if it is| 


In other words, no intelli- | 
gent publisher would undertake | 
to promote a narrowly selfish point | 
of view which endeavored to build | 
up a trade or industry at the 
expense of the general welfare. 
Other business publishers, no- 
tably McGraw-Hill, have used 
newspaper present a 
characteristically business point of 
view on problems of national im- 
Such a point of view 
general pub- 
helpful in 
clarifying the attitude of business 
itself. This type of publicity is 
in addition, of the 
widely published releases 
which emanate from the offices of 


space to 


portance. 
is significant to the 


lic, and likewise is 


course, to 


news 


such leading business papers as 
The Iron Age, Railway Age, Steel, 
Engineering News-Record, etc. 


t also for the benefit of the | the 


HOOPERATING—a term to iden- 
tify survey rating services based on 
coincidental method. 

Or wouldn’t you like either? 


A Matter of Upkeep 
Prospective purchasers of sur- 

plus fighter planes were discour- 

aged by a story in the June issue 


nautical Chamber of Commerce of 


more bulk the better—and to 


/avoid “pretty” displays, pre-pack- 


|of Planes, published by the Aero-| 


America, which estimated the cost | 


and upkeep of a 400 m.p.h. plane. 

Probable cost of the fighter 
plane would be $10,000 to which 
another $2,000 would be added to 
put the plane in shape necessary 
for a CAA license. But assuming 
the plane would be flown 200 
hours a year, the upkeep per hour 
shapes up this way: 
Gas (83 gals. per hour) $26.60 

2.12 
over 200 hr ) 1.50 
and periodic 


age the fruit in large units, offer 
half boxes, and price them in big- 
ger lots—a unit price for three 
dozen, perhaps, instead of a dozen. 

And while this is going on, the 
public will be advised, with the 
most evident signs of glee, that 
this summer there will be a “big 
crop of juicy small oranges,” and 
“because they’re smaller, buy a 
big bag full.” 


Jottings 


Anfenger Advertising Agency 


|had some swell tie-up ads ready 
ifor Falls City Brewing Company, 


Louisville, but the wrong horse 
won the Derby. The brewer has 
been featuring a “good luck” series 
and was all set to capitalize on 
its foresight if Pot o’ Luck won 
the classic. A “thrilling good 
luck” ad ran anyhow on Derby 
day, but Pot o’ Luck backers 
probably didn’t appreciate it. 

The boys at Bear Creek Or- 
chards, Medford, Ore., who sell 
their fruit by mail, sent over 200 
press representatives at the San 
Francisco conference a jar of pre- 
serves with a letter thanking them 
for their work. .. 

And the National Writers Club 


has issued a report of its rejection | 
. . | 
slip project: A survey made to de- 


termine the attitude of editors to- 


ward an informative rejection slip | 


in place of the present formal, 
non-committal blank. . . 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by «ny 
national advertiser or advertis nz 
agency executive writing on 
business letterhead. 


No. 2524. A Special Report to [)- 
dustry on Machine Tools. 


This folder, issued by Steel, is 
one of a continuing series by the 
editorial and research staffs of the 
publication on problems affecting 
the metalworking industry. The 
study covers the features industry 
wants in postwar machine tools, 
expected purchases of new and 
surplus government-owned ma- 
chine tools, and trends in tooling 
and machining methods. 


No. 2525. Consumer Panel Report, 
Floors and Floor Coverings. 

This study, one of a series issued 
by the Product Use and Develop- 
ment division of Good Housekeep- 
ing, is based on a cross section of 
the publication’s subscribers, with 
data analyzed by income and 
population groups It deals with 
experiences, habits and _ prefer- 
ences in floors and floor coverings, 
|indicates the replacement market 
|for cleaning appliances and dis- 
cusses use of cleaning compounds, 
waxes, etc. 


No, 2513. 
row, 


The shift from war to peace and 
|the possibilities of business ex- 
pansion when people able to buy 
can purchase what they desire to 
possess, are brought out in this 
analysis of the Los Angeles mar- 
ket scene. The study, compiled 
| by William Dover, manager of the 
business research division of the 
Los Angeles Examiner, is replete 
with tables and charts dealing 
with population, employment, 
| payrolls and postwar purchases. 


A Close-up of Tomor- 


No. 2477. Market Study of the 
Chain Variety Store Field. 

Chain Store Age has issued this 
market study, which contains a 
map of the U. S. showing locations 
of 674 variety chain headquarters, 
by states, number of stores oper- 
ated by leading chains in each 
state, and number of stores oper- 
ated by variety chains in 102 prin- 
cipal cities. A supplementary ma} 
indicates stores operated by im- 
portant sectional chains through- 
out the country. 


No. 2486. The Rock Island-Moline 
Grocery Story. 


The Rock Island Argus and Mo- 
line Dispatch have issued thi: 
folder, which, in a table of 6 
metropolitan districts in Illinois 
Iowa, Missouri and Nebraska 
shows the Tri-Cities (Rock Islan« 
and Moline, Ill., and Davenport 
Ia.) sixth in food sales, 52.7% o 
which are credited to the Roch 
Island - Moline zone. Figures ar 
given for principal shopping day 
for grocery products, and an ad 
vertising volume record for loca 
grocers is included. 


No. 2485. The Pittsburgh Market 


Population density is the them: 
|of this folder, issued by the Pitts 
burgh Post - Gazette, which in 
|cludes a map showing the city a 
| the center of its 50-mile area, wit! 
colors indicating population den 
sity, and a tabulation of marke 
data covering population, sale 
number of stores, radio homes, et 
Another map and tabulation shov 
a comparative picture of the Mil 
waukee, Chicago, Detroit, St 
Louis, Cincinnati and Clevelan: 
markets. 
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Advertising Age, July 2, 1945 


Many Admen 
on ‘Big Salary’ 
List for 1943 


Washington, June 26.— Release 
yesterday by the Treasury of the 

mes of individuals receiving 
$75 .000 in total compensation for 
pe sonal services from individual 

orporations during the calendar 
year 1943 and fiscal years ending 
in 1944, revealed an impressive 
number of admen and others well 
known in advertising circles. 

The list included: 

H. Hanson, Birmingham, Ala., 
News Company, $102,900. 

Villiiam Randolph Hearst, $100,- 
000 each from Hearst Consolidated 
Publications and Hearst Publica- 
tions, Ine. 

Northam Warren, 
ren Corp., $94,500. 

4. A. Acklin and Harrison Jones, 
Coca-Cola Co., $80,000 each. 

Howard E. Blood, Borg - 
Corp., $87,450. 

Walter P. 
Corp. of America, 

Charles 
$100,000. 

Cc. M. Campbell, 
Co., $81,275; 


Northam War- 


Warner 


Paepceke, Container 
$110,000. 
Luckman, Pepsodent Co., 


Chicago Tribune 
W. E. Macfarlane, $103,- 


692; L. H. Rose, $111,068. 
Henry P. Martin Jr., Des Moines 
Register and Tribune Co., $78,506. 


B. E. Hutchinson, Chrysler Corp., 
$90,900; K. T. Keller, $100,900; Fred 


M. Zeder, $85,400. 

Marvin E. Coyle, General Motors 
Corp., $284,014; Harlow H. Curtice, 
$252,600; Richard H. Grant, $195,794; 
Chi irles F. Kettering, $306,117; Harry 
J. Klingler, $168,713; Alfred P. Sloan 
Jr., $200,800; Charles EK. Wilson, 
$459,041. 

A. L. 
$149,847. 

Joseph Pulitzer, 
ing Co., St. Louis, $265,580. 

Paul M. Hahn, American Tobacco 
Co., $132,365 (less $50,000 salary paid 
by American Tobacco but billed to 
subsidiary); George W. Hill, $257,- 
Vincent Riggio, $132,365. 

Mortimer Berkowitz, American 
Weekly, Inc., $120,992: 

Paul W. Kesten, Columbia Broad- 
casting System, $84,999. 

Thomas H. Beck, Crowell-Collier 
Publishing Co. $80,260. 


Lee, D’Arcy Advertising Co., 


Pulitzer Publish- 


275; 


E. J. Churchill, Donahue & Coe, 
$130,900. 

Philip W. Lennen, Lennen & 
Mitchell, $83,333. 

William B. Warner, McCall Corp., 
$122,631. 

O. H. Chalkley and A. E. Lyon, 
Philip Morris & Co., $104,950 each. 
David Sarnoff, Radio Corp. of 
America, $100,720. 

A. L. Cole, Reader’s Digest Assn., 
84,500; Kenneth W. Payne, $84,462; 
De Witt Wallace, $99,500. 


F. B. Ryan, Ruthrauff & Ryan, 
$100,000. 

Wilbert L. Smith, S-M News Co., 
$98,259. 


FARM BUILDING— 
and BUYING POWER 


North and South Carolina, 
with 10 fine cities, can be 
grouped under one BUYING 
head, if the coverage of the 
entire area is considered in 
terms of newspaper approach. 
85% of this combined buying 
power in the Carolinas CAN 
BE REACHED —IS' BEING 
REACHED — BY THESE 
NEWSPAPERS. 


Greensboro is the eore of a 
rich farm section where NEW 
farm building reaches a record 
and where buying power has 
never been so great 


SLOP LNA TWIOIFOOO OO 


NEWS ana RECORD 


GREENSBORO DAILY NEWS 


I RENSHIONO RECORD 
__ EVENING EXCEPT SUNDAY 


Raymond Rubicam, Young & Rubi- 
cam, $92,500. 

S. Clay Williams, R. 
Tobacco Co., $100,000. 

R. C. Cosgrove, Crosley Corp., 
$90,000. 

Paul Bellamy, Forest City Pub- 
lishing Co. (Cleveland Plain Dealer), 
$112,976; John S. McCarrens, $167,381. 

Benjamin S. Katz, Gruen Watch 
Co., $83,145. 

R. V. Beucus, Andrew Jergens Co., 
$84,185. 

H. M. Benstead, Western Printing 
& Lithographing Co., Racine, Wis., 
$88,654; Elmer G. Voigt, $101,350; 
E. H. Wadewitz, $140,470; W. R. 
Wadewitz, $111,044. 


J. Reynolds 


Shell Promotes Smith 


Carl J. Smith has been ap- 
pointed assistant manager of the 
sales promotion and advertising 
department of Shell Oil Company, 
New York. He has been in charge 
of promotion activities in that de- 
partment for the past two years. 


Starts New Agency 


A new agency, Justin Funk- 
houser & Associates, has been 
formed with offices in Ranson, 
W. Va., and Baltimore, and will 


|take over the business of Adver-| 
tising and Sales Council, Ranson | 
agency. Mr. 
executive director, wi 
as managing director. General pro- 
duction offices will be in the 
O’Sullivan building, Baltimore, 
with branch offices in Hagerstown, 
Md. 


Elects Hammer Agency 


Hammer Advertising Agency, 
Hartford, Conn., has been elected 
to membership in the Transameri- 
can Advertising Agency Network. 


Funkhouser will be 


|}and cosmetics, 


13 


| Vendome to Harris 
Vendome Sales Corporation, 

istributor of perfumes 

has appointed 


'Ralph Harris, New York, as its 

agency. 

WTHT Switches Nets 
WTHT, Hartford, Conn., now 


associated with the Yankee-Mu- 
tual network, will join the Ameri- 
can Broadcasting Company Dec. 1. 
The station is owned and operated 
by the Hartford Times. 


: | Freee SvverTVeTTe 7 


do with making those plants go and grow. 
And see those signs along the street—Amoco, Sunoco, Central Vermont 
Public Service . . . translate them too into dozens of Business Week subscribers 


throughout those organizations. 


Buia this corner in Springfield, Vermont, and across the river, you'll sight 
the stacks of three of America’s fine machine tool makers. There’s the Bryant 
Chucking Grinder Co... . and close by, Jones & Lamson . . . and up river a way, 
the Fellows Gear Shaper outfit. And out on the neighboring hills live 20 of the 
management-men, 20 Business Week subscribers whose decisions have so much to 


This magazine has no corner on management-men, but it is the only 
magazine which limits its circulation to them. You'll find them reading it, using 


it, wherever you turn and there’s real work being done! 


You have many things to say to management-men 
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PHONE YOUR TIP TO: 
” TOM DILLON 


Copy Chief 
Betton, Berton, Durstine & Osborn, inc 


Michigan 1354 
NEW TACK—Tom Dillon, copy chief | 


of BBDO, Los Angeles, passed around 
| ~~ >) xP a’ 
Pittsburgh AMA Chapter 


these handbills offering a reward for a 
Elects Arthur Rayhawk © 


tip on a place to live. 


Arthur L. Rayhawk, Sullivan- | ee e 
Rayhawk, marketing consultant, | qe Wiss qh %& 4% rave 
was elected president of the new | 
Pittsburgh chapter of the Ameri-| . 
can Marketing Association at its | Vee! 
initial meeting June 20. een 

Other charter officers are Fran-| 5 
cis Juraschek, manager, commer- | 
cial research division, Carnegie- | 
Illinois Steel Corporation, vice- | 
president; Bervard Nichols, editor, | 
“Pittsburgh Business Review,” 
University of Pittsburgh, secre- 
tary and Arend E. Boer, associate | 
professor of commerce, University | 
of Pittsburgh, treasurer. Charter 
members of the new group num- 
ber 31. 


Heads Lionel Corp. 


Lawrence Cowen, vice-president 
and comptroller of Lionel Corpo- 
ration, maker of electric trains, ' 
New York, has been elected presi- 
dent. He succeeds Joshua L. 

Cowen, founder, who becomes 
chairman of the board. 


“"y 


Pictures Gas Homes 


A 42-page brochure entitled 
“Town of Tomorrow” has been 
published by Bryant Heater Com- 
pany, Cleveland. The booklet il- 
lustrates, with floor plans and 
photographs, the styles of Ameri- 
can architecture to which gas 
heating is adaptable. 


IN THE MID-WEST! 


That's the place to start 
your program of distribu- 
tion, advertising and 


sales. 


Take a GOOD look at 
MICHIGAN and INDI- 
_ANA. These are your 
"Profit Markets’ states. 


Securing distribution in 


non-metropolitan Michi- 
gan and Indiana is easy. 


We will help you get it 


with little cost to you. 


For details get in touch 
with 


OURN. 


Al 
THE OPTIC N ACT 


BOOT AND SHOE RECORDER * 
THE SPECTATOR LIFE INSURANCE 
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THE IRON AGE ¢ HARDWARE AGE ¢ 


HEERER & CO. 
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AMA Organizes 
Placement Group 


New York, June 28.—The Ameri- 
n Marketing Association has an- 
unced formation of a national 
mmittee on personnel and place- 
rent, members of which will be 
pointed in every major city 
roughout the country to help 
ume a national organization for 
ir terviewing and processing “‘men 
jooking for jobs and jobs looking 
for men.” 


Chairman of the new committee | 
will be George H. Allen, manager | 


and secretary of the Cooperative 


Analysis of Broadcasting, and | 


vice-president of the New York 
chapter of the AMA. “We plan a 
vigorous and coordinated yet 
voluntary program of placement 
in 20 or 25 U.S. cities,” Mr. Allen 
said. 

“The plan is to aid as much as 
possible local chapters and their 
placement committees, and to offer 
facilities not now available to men 
looking for jobs in marketing in 
any U. S. city, and to companies 


calling for men from any section 


jobs.” 

Returning veterans will receive 
| special attention from the commit- 
|tee, the AMA said. 


Ideal Advances Nichols 


M. W. Nichols, formerly eastern 
| advertising manager of Ideal Wo- 
men’s Group, has been appointed 
advertising manager. The group 
jincludes Movie Life, Movie Stars 
Parade, Movies and Personal Ro- 
mances, 


of the U. S. to fill specific postwar | Leaves Don Lee 


Fair Taylor, publicity and pro- 
|motion director of Don Lee Net- 
| work, Hollywood, for the past 
| three years, has resigned that posi- 
|tion. She will be succeeded by 
Harriet Crouse, at one time as- 
sistant to Miss Taylor. 

To Display Corporation 

| William Owen, formerly sales 
promotion manager of Smartwear- 
|Emma Lange, Inc., Milwaukee, has 
| joined Display Corporation, Mil- 
| waukee, as publicity director. 


¥, k wy ry ce : er 


jj iar spares his steed”’ 
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OURNAL AND REVIEW OF OPTOMETRY «+ 
N ACTION « 


—RACINE 


The killing pace of reckless spending cannot be long maintained 
without inviting certain disaster! The profligate individual— 
or nation—galloping merrily along without heed for the length 
of the trail or the rough spots ahead—soon comes a cropper 
and finds himself unhorsed far from his goal. Only the conser- 
vation of assets, through the practice of plain old-fashioned 
thrift, will enable us to build up a reserve for the long pull, so 
that we as individuals and as a nation can traverse in safety 
the road that leads to an ever-rising standard of living. 


We at Chilton, while recognizing that it would be folly to stint 
on any expenditure that forwards our progress toward total 
Victory, feel strongly that right now is the time for the Govern- 
ment to take the lead and set the example in a movement to 
make old-fashioned thrift the vogue once more. We feel 
strongly the need for reviving the belief in the virtue of indus- 
try and thrift, and note with gratification a manifested tend- 
ency in that direction. 


CHILTON COMPANY (inc.) 


Chestnut and 56th Sts., Philadelphia 39, Pa. 
100 East 42nd Street, New York 17, N. Y. 


CHILTON 


Chilton sources and influence are world-wide. 
Chilton Company (Inc.), has an equal interest 
in Business Publishers International Corp., pub- 
lishing THE AMERICAN AUTOMOBILE (Over- 
seas Edition); EL AUTOMOVIL AMERICANO; 
INGENIERIA INTERNACIONAL  INDUSTRIA; 
INGENIERIA INTERNACIONAL CONSTRUC- 
CION and EL FARMACEUTICO. 


| manta. ANAS 


THE JEWELERS’ CIRCULAR-KEYSTONE + 
THE SPECTATOR PROPERTY INSURANCE REVIEW + D & W 


MPwars Sere 


ae - 


AUTOMOTIVE AND AVIATION INDUSTRIES 
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Don Lee Buys Pacific; 
Johnson Joins Net 


Don Lee Broadcasting System, 
Los Angeles, has acquired the 
stock of Pacific Broadcasting Com- 
pany, Tacoma. The network has 
been affiliated with Don Lee for 
eight years, representing 22 Don 
| Lee stations in Oregon, Washing- 
ton and Idaho. 

Walter Johnson, with the Ma- 
rine Corps for the past three 
years, and formerly head of the 
West Coast radio division of Music 
| Corporation of America, has joined 
'Don Lee as program director. 


Maureen Daly to Curtis 


Maureen Daly, editor of the 
| teen-age column for the Chicago 
| Tribune, and author of “Seven- 
| teenth Summer,” novel winning 
| the 1942 Dodd, Mead Intercolle- 
| giate Fellowship award, has been 
| appointed editor of the sub-deb 
| department of Ladies’ Home Jour- 
| nal, 


| eS 

| Names Concert Program 

| “The Playgoer,” program for a 
|Los Angeles chain of 14 theaters, 
| has named Concert Program Mag- 
|azines, New York, as national ad- 
| vertising representative. 


| 
| 
| 


The problem of the 
Quick-Sprouting Potato 


TEXAS POSED IT... 
YONKERS SOLVED IT! 


Maine digs its potatoes in August. 
October is potato-planting time in 
Texas. But it takes more than two 
months for potatoes to sprout. How 
to make them sprout sooner? Texans 
took their problem to the Boyce 
Thompson Institute for Plant Re- 
search in Yonkers. And, as usual, the 
Institute came up with an answer. 

Quick-sprouting potatoes . . . seed- 
less tomatoes . .. a fungus that eats 
up garbage . . . another that turns 
airplane plastics to mush in jungle 
warfare . . . these are but a few of 
the varied activities which have 
brought world-wide fame to this 
Westchester institution. Yet each year 
these busy top-flight scientists find 
time for Westchester’s Victory gar- 
deners. Come Spring, they lay aside 
their microscopes to give them their 
whole-hearted guidance. For three 
years the Westchester Newspapers 
have been privileged to publish an 
annual series of garden articles, pre- 
pared by this eminent group. 

Readers of the Westchester News- 
papers, grateful for this and other 
reader-services, are unusually receptive 
to your advertising message. Ask your 
advertising agency —they'll tell you! 


Here are a few advertisers who have 
cashed in on Westchester: 


Astor Coffee 

Spur 

Beechnut Strained Foods 
Royal Crown Cola 
Clorox 

Birds Eye Baked Beans 
Junket 

Wheaties 

Kellogg's All Bran 

Loose Wiles Biscuits 


= 
=eWestchester 


ewspapers 


A group of 9 daily newspapers published in 9 
Westchester communities. Combined circulation 
89,569—85% of which is delivered to the home in 
the late afternoon when the woman of the house 
the home purchasing agent—is in a receptive 
mood for your sales message. 
Represented Nationally by the 


KELLY-SMITH COMPANY 
New York 
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Ruempler to McCann 


Frances S. Ruempler, formerly 
in charge of the contract depart- 
ment of National Export Advertis- 
ing Service, New York, and pre- 
viously assistant to the manager 
of the export media division of 
Morse International, New York, 
has joined McCann-Erickson, New 
York, as assistant to the director 
of foreign media. 


THE BAKING INDUSTRY MAGAZINE 


_ Bakers Helper’o: 


FACT NO 24 — 


Because bakers gladly 
pay a premium price, 
$2.00 for 26 issues, 
BAKERS' HELPER offers 
you the logical medium 
for advertising to this 
$2,250,000,000 market. 
Why not look into it? 


BAKERS HELPER  cnicrcos tumors 
270 Broadway, New York, 7, N.Y. 
PUBLISHED EVERY TWO WEEKS 


ABC Circulations 
of Magazines Now 
Exceed Population 


Increased Sevenfold 
in Past 30 Years, 
MAB Study Finds 


New York, June 28. — Circula- 
tions of United States magazines 
in the Audit Bureau of Circula- 
tions increased more than seven 
times between 1914 and 1944, and 
now exceed in total circulation 
the population of the country, the 
Magazine Advertising Bureau, 
New York, has announced. 

The number of ABC magazines 
and farm publications, it was 
shown, rose from 54 in 1914 to 
228 in 1944, with in-between peaks 
of 223 in 1929 and 235 in 1939. 
Total circulations, on the other 


hand, climbed from 17,912,922 in 


1914 to 136,704,561 in 1944, with| 
brief setbacks in only five of these | 


31 years—1917, 1924, 1931, 1932) 
and 1933. 
Census Figures Used RE 


Meanwhile, the nation’s popula- | 
tion rose from 99,118,000 in 1914; 
to 133,942,000 in 1943 and dipped 80 
to 132,569,000 in 1944. The popu- 
lation figures are mid-year esti- 
mates of the Bureau of the Cen- 
sus and exclude members of the 
armed forces who are out of the 
country. The ABC figures are for 
the second six months of each 
year, 

Thus the ABC circulations of 
these publications per 100 persons 
have risen quite consistently from 
18.1 in 1914 to 64.1 in 1929 to 73.9 
in 1939, 100 in 1943 and 103.1 in 
1944, and ABC magazines and 
farm publications now have “a 
little over four individual maga- 


ee i ——a- | | 
Magazines per 100 bis 
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HOW MAGAZINES HAVE GROWN 


AVERAGE CIRCULATION OF A.B.C. 


+ 


——— 
| 
| 


4 


zines for the average family,” the 
bureau said. 


Circulation Averages 339,156,000 


1914 1918 1922 1926 


1930 1934 1938 1942 44 


STEADY GROWTH—The circulation of ABC-member magazines over a 30-year 
period, as charted by the Magazine Advertising Bureau. 


“The 1939 Census of Manufac- 
tures reported the average circula- 
tion per issue of all ‘periodicals’ 


“On the basis of the growth of 
those publications for which ac- 


curate information is available, the 


at 250,005,000," MAB expheined.) 1944 deus is estimated by MAB 


at 339,156,000.” This figure “in- 


DADDY, 
WHAT’S 


4a 


FRATERNAL 
MAGAZINE? 


cludes every type of periodical— 
not only magazines but religious, 
club, fraternal and labor publica- 
tions, business and trade maga- 
zines—in short, practically every 
form of regularly issued printed 
material, other than newspapers 
and catalogs. There were 4,985 of 
them in 1939— undoubtedly con- 
siderably more now.” 

The bureau pointed out that the 
circulation growth of ABC maga- 
zines and farm publications in 
terms of number of buyers was 
470% in 30 years, 117% in 20 
years, 75% in a decade, and 40% 
in the past five years. 


To Goldman & Gross 


Louise Smith Taylor, production 
manager of William Hart Adler, 
|Inc., Chicago, has joined the staff 
|of Goldman & Gross, Chicago, in 
|a similar capacity. 


A fraternal magazine, son, is a magazine whose first and | 
| 
most important job is to give its readers news of the | 


organization it represents. 


Some fraternal publications go way beyond this basic 
duty in an effort to attract and hold reader interest. The 
Elks Magazine is a good example. Its covers are done 
by men of national fame. The features and articles are 
the kind that business and professional men want to read: 
they’re written by authorities — big name writers who 
know what they’re writing about. And the stuff they 
write is of special interest and timeliness to the important 
business leaders in the smaller cities of the Nation. 


That this editorial formula “rings the bell” is proved 
by the Daniel Starch Survey. This shows The Elks 
Magazine to have a more intensive readership page-by- 
page, and cover-to-cover than any publication he has 


measured. 
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Bureau's V-E Brochure 
Reaffirms Papers’ Role 


Paraphrasing Winston Church- 
ill’s words, the Bureau of Ad- 
vertising, American Newspaper 
Publishers Association, declares in 
a brochure released last week that 
“never did newspapers mean so 
much to so many.” The booklet, 
based on interviews with 987 in- 
dividuals conducted by Fact Find- 
ers Associates, summarizes public 
reactions to the V-E Day news 
throughout the U. S. and Canada. 

In answer to the question, 
“Where do you expect to get the 
fullest information about future 
developments?” 795 out of the 987 
mentioned newspapers. Of this 
number, 502 reported newspapers 
alone as their primary source of 
information, 286 mentioned news- 
papers and radio, and 27 news- 
papers along with other media. 
Four pages in the 18-page illus- 
trated brochure are devoted to 
reproductions of significant adver- 
tisements appearing during V-E 


week. 


“BEST KNOWN CITY OF ITS 


@ The U. S. Censu 


ABC shows a City 
the majority of who 
314 miles of Battle 
ping district. 


This set of figures 
Battle Creek actually 


vertising schedules. 


,. Battle (rook 


Statistical Problem 


s of 1940 shows a city 


imi ion of 43,000 odd . . 
we ans Zone population of 67,953, 
m live within a radius of 
Creek’s downtown shop- 


top half of the “50,000 to 100,000 Population 
Group” in making up newspa 


; he 
100% Coverage of t 
Daily and Sunday. 
Michigan without B 


Y anaes shee. 
PAG RE KS 
aud (VOU 


lansasaunsnai 


bes 
: WATIONAL REPRESENTATIV 
a 


SIZE IN THE WORLD” 


Presents a 


POPULATION 67,953 
+ 


. and yet the 


reveals the fact that 
ranks well up in the 


per national ad- 


City Zone market 
You can’t cover 
attle Creek. 
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6; ALLEM-KLAPP COMPANY 


map Te FS > hw 


2 7” all 
i a = | | | y 
ie. | | i 
\ = r | a 
$8 | ee 
ah Py = ' a 
ud PX | a by 
aie | 
“ 
wis Ap I 
ee | iz 

a i. s 
igl ee my = 
ms : S- | 
ee | F : ‘ 
ae | be | 

| | | : 

i Wald) ' 
Ike Dah J 
\ emma , |“ 
SER AER RE SES SLE EE TS TS SY LC TTT ES A AS ee RS a 7 | 


Who Wouldn’t 
Gather 
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r- Up and out to the sunlit branches—vyou 
will find some of the best fruit there. 


Of course, The Dallas News gives an advertiser full 
coverage of city homes ... those close-in branches that are 
easiest to reach. 


The only morning paper in a city almost always does that, 
even though it’s just another newspaper. And in Dallas it’s 


The Dallas News! 


Sell the City and suburbs—o.k. That’s a good job well started. 


Readers of 
The News 


and You Have 


Sold the The News is the on/y metropolitan daily that covers the 
Dallas Market whole Dallas market . . . all 37-odd counties of it. 


Now for the rest of the market . . . those upper-and-outer 
branches where much of the finest fruit is waiting. 


You may as well get it all! + 


waiter” Ghe Dallas Morning Net: 
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ee ees . ;planned,” the campaign book|to our forces. But OWI reports| ute, just before the book was |vasion, surprise becomes mo) e: inat 
e@W ampaign on |warns. “The Japs gather every | that the most vivid example of all| handed to the admen.”’ portant as an element in de yransfer 
|scrap of information possible, sort) is the experience that it has had in Ps f ing the blow with the gr : nation | 

it, study it to learn our larger| preparing and distributing its own | Surprise Is Important speed and smallest loss. But : nc to 
plans.” | campaign. With redeployment under way,| prise becomes more difficult \,. nus 


| “We are the greatest talkers in| According to one official, a few | the security drive has been as-|cause we have fewer targe 
|the world. We are used to talk-| hours after the campaign book for| signed a high priority on govern-| select from, and the Japs hai 3 
ing freely. We readily forget that| the “security” drive had been dis-| ment radio programs. It is getting|tensified their information hn . 


BM Loose Talk Gets 


’ t wartime talk is a weapon against | tributed to a small group of adver-| strong support from the OWI art| ices. : wiih Be 

men § uppor our own fighting forces.” fom! —— a ~~. of p vahangers 93 ee — — yall B The job, " the council see \; nost rei 

‘ 3 the text were picked up from/|door industry. 1e ar Adver-|is to warn that we are fighti 3 id. ertis 

(Picture on Page 55) Gives ene wunaners | Radio Tokyo by FCC monitors. tising Council book provides 15) dangerous enemy; to educate at has joi 
Washington, June 27.— With The campaign book lists anum-| “It wasn’t any accident, either,” newspaper ads. | his agents do not look like . Young 

literally millions of servicemen ber of examples of recorded cases | this official said, “because the Japs |_ Need for the campaign stems, it} to explain the kind of inform Previou 
bearing important military infor- | Where information leaked out to were using certain slogans which is pointed out, from the fact that | the enemy wants—troop and sociate 
mation back to this country in the e enemy, and resulted in disaster |! had been adopted at the last min-|as we move toward the final in-| movements, training and wea} Grocer. 


redeployment process, OWI and a = 
the War Advertising Council have 
finished work on a new “security 
of war information” campaign 
which has now been rated “tops” 
among war effort programs. 

The new campaign is tied to 
prosecution of the war against 
Japan, stressing the warning that 
vital war information is getting 
back to Japan in sufficient quan- 
tities to cause grave concern to the 
nation’s military leaders. It is 
supported by Army, Navy, FBI 
and Office of Censorship. 

Japs get their information from 
a well organized spy system, the 
campaign holds, involving German 
agents and persons of other na- 
tionalities including Americans. 
The copy statement includes ex- 
amples of information which was 
used by the Japanese radio before 
it appeared here, including the 
story of the B-29 six months be- 
fore it was taken from the secret 


ne We Tat Too Much V-E Sales Program Ns 


Directed at the national reading 
and listening public, it is never- 
theless anticipated that the “‘secur- 
ity’ ads will also be read by the 
servicemen who have information 
about the location or movement 
of men, ships and materials with- 
in, to or from the Pacific; new 
weapons, and other information 
gained in confidence. 

“The whereabouts of one man 
can locate a division. His date of 
departure can locate the sailing of 
a ship or convoy. His equipment 
can disclose where he is going. 
His training, the type of operation 


Let “Fulton’s Failure” 


guide you in your 


Their horizons were limited. There was no inter- 


ISTORY credits Robert Fulton, father of the 
steamboat, with an earlier invention which might change of ideas—no Business and Industrial Press 
have changed the fate of an empire. to condition their minds to the latest developments 


of ae, : L in invention, methods ractices, materials and 
It was a submarine “torpedo” for use in naval warfare. oe ‘ 


Fulton developed it in Paris, but Napoleon wouldn't 


equipment—and to give useful information. 


In POWERLAND Lingo... 


xy Pe 


Use its terms to get business 


Thousands of power engineers and execu- 
tives now are considering by type and make 
the boilers, stokers, turbines, engines, 
pumps, piping, switchgear, belting,controls 
and other equipment needed to expand and 
modernize peacetime power systems. 


Use meaty, informative ads regularly in 
POWER PLANT ENGINEERING to give 
these men the help they need in selecting 
and installing your power equipment or 
supplies wherever possible, talk Powerland 
language; show simple application hookups, 


buy it. If he had, his dream of putting a conquering 


army across the Channel might well have come true. 


Fulton lost a sale—Napoleon the hope of an empire— 
because the minds of that distant day were not condi- 
tioned to visualize the possibilities of so revolutionary 
an idea! 


In Napoleon's time, men’s thinking was fettered by 


lack of technical knowledge. 


Fulton missed a sale because his prospects, a mere 
handful of men, were blinded by lack of vision. 
Today, new ideas, time-savers, cost-cutting sugges- 
tions, improved ways of making and doing things, 
are meat and drink to America’s great army of in- 


dustrial executives. 


That's the kind of information they look for—and 
get—in the Business and Industrial Publications 
that are specifically edited for their individual job 


interests. 


When you concentrate your V-E selling program on 
these thousands of alert-minded executives, you are 
talking to big-unit buyers—key men in management, 
design, engineering, maintenance, production and 
distribution. They are the men with purchase au- 
thority—the men whose “yes’’ means a sale. 

If your products are sold to industry, the logical! 


media for taking them to market are the Business 


and Industrial Publications. 


By sectional views, capacity tables, perform- M R A W 

' ance data. C = 
si Ask for field bulletin “Where engineers PUBLISHING COMPANY - INC. 
Pel need help.” It tells about problems your en- , 
a9 gincer-cumomers are up against; offers tips Headquarters for Industrial Information 


for slanting your messages to this basic, 
all-industry market. 


330 WEST 42ND STREET, NEW YORK (18), N.Y. 
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ec ination of European forces 
sferred to the Pacific, infor- 
on disclosed by men on leave, 
to remind by reiteration that 
nust maintain caution. 


Callahan to Y&R Contact 
yhn L. Callahan, for eight years 
1 Best Foods, Inc., New York, 
t recently assistant director of 


advertising and merchandising, 
joined the contact staff of 
Yoing & Rubicam, New York. 


previously, Mr. Callahan was as- 
ite editor of Progressive 
Grocef. 


New Digest Service 


Z. H. Mischka, who heads an 
advertising agency of the same 
name in Chicago, has announced 
plans for the publication of ‘“In- 
dustex, the Industrial Digest and 
Index Service.” It will be based 
on analyses of the editorial con- 
tents of 40 selected business pub- 


lications, covering the manage- 
ment, production and marketing 
fields. Orville Husted, formerly 


in the public relations department 
of the Tube-Turns division of the 
Girdler Corporation, Louisville, is 


editor, and L. W. Baker, formerly 
with Henri, Hurst & McDonald and 
other Chicago advertising agencies, 
is sales manager. It is expected 
that the service will start in Sep- 
tember. 


Houston Club Elects 

Ed Carmical, advertising man- 
ager of Sears, Roebuck & Co., 
Houston, has been reelected presi- 


|dent of the Advertising Associa- 
|tion of Houston. Other officers 
elected are: W. Van A. Combs, 


| Ruthrauff & Ryan, and W. H. Tip- 


‘Newmark to Brisacher | 


;panded when supplies permit. 
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No Other Leading Dentifrice 
Protects Teeth “ixus: Cavities 


LIKE THE NEW IMPROVED TEEL WAY! 


WF n 10 now risk cowitees like thes! 


NEW TEEL WAY PROTECTS TEETH 
ntl Gan wen! 


ton, Franke-Wilkinson-Schiwetz, 
vice-presidents, and M. M. Mc-| 
Cune, Graphic Arts Association, | 
secretary. 


Brisacher, Van Norden & Staff, 
Los Angeles, has been appointed | 
to handle advertising of Vernon 
Canning Company, packer of New- | 
mark brand canned meat special- 
ties. Advertising is currently be- 
ing run in Los Angeles metro- 
politan papers and will be ex- 


_— 


Today’s Successful Industrial Advertisers 


Therels No Substitute For Sound Industrial Advertisin g! 


Take their Products to Market 
in These 24 McGraw-Hill Publications 


| Construction 


CHEMICAL 


O_4t bale . 


E 


fe mate 


AS] 


p] ~~~ Electrical 


ADDITION—Continuing its protection 

theme, Procter & Gamble's Teel offers 

a new Teel polish "at no extra cost" in 

this newspaper copy appearing in 

three test cities. Biow Co., New York, 
is the agency. 


Utility Reports 

| Coincident with the release of 
the 1944 annual report of the 
Puget Sound Power & Light Com- 
pany, Seattle, the company has 
released advertisements to all 
dailies and weeklies in its terri- 
tory, outlining details of opera- 
tions, sources and growth of reve- 
nues, facts on the tax load, and 
other information. 


‘ 
Using Texas Papers 
Quick-Way Chemical Company, 
San Antonio, maker of Quick-Way 
insecticides, has begun a statewide 
advertising campaign using twice- 
weekly insertions in metropolitan 
dailies, plus once-a-week ads in 
smaller cities. Thomas F, Conroy, 
Inc., is handling the campaign. 


Joins Phil Gordon 

| “2G: WW. 
western manager of 
joined the staff of 
| Agency, Chicago. 


Richardson, formerly 
Liberty, has 
Phil Gordon 


CONTRASTS 


Circulation com- 
parisons in Wash- 
ington are not so 
much comparisons 
as contrasts, in 
which the Times- 
Herald and 
three competitors 


its 


are, respectively, 
tens of thousands, 
scores of thou- 


| sands, and more 
than 100,000 cop- 
ies apart. 


Editor and Publisher 


Times Ks Herald 


WASHINGTON, D. C. 


TIMES-HERALD 228,497 
The STAR 197,583 
a = The POST 162,247 
The NEWS . 101,039 
as of March 31, 1945 
' | National Representatives 


GEO, A. McDEVITT CO. 
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Esso Televises ‘Ike’ 


After a five-year absence from 


television, Esso Marketers, New 
York, returned to this medium 


June 18 and 19 to cover the cere- 
monies in Washington and New 
York welcoming Gen. Dwight D. 
Eisenhower. Using NBC’s video 
station WNBT, Esso presented mo- 
tion pictures by NBC camera 
crews of the Washington celebra- 
tion on the evening of June 18, 
and the following day covered the 
General’s tour of New York. Both 
telecasts were beamed to Phila- 


}as 


delphia and Schenectady as well 
within the 60-mile radius 
around New York. Marschalk & 
Pratt, New York, is the agency. 


Connecticut Dailies Elect 


John Sudarsky, treasurer of the 
Hartford Courant, has been elected 
president of the Associated Dailies 
of Connecticut. Other officers are: 
Herbert M. Peterson, business 
manager, New Britain Herald, 
vice-president, and E. W. Davis, 
assistant publisher, Stamford Ad- 
vocate, secretary-treasurer. 


Successful Retailer 


Uses WMBD for 


Consecutive 


Mr. Louis B. Cohen, Presi 
dent of the 65-year-old 
Cohen Furniture Co., and 
architects’ drawing of mod- 
ernization program now in 
progress. 


N 1931, Cohen Furniture Company of Peoria started 

their 15-minute daily news program over WMBD. 

It is still running...now in its 14th year. Today, Cohen 

Furniture Company is one of the largest home furnish- 
ings institutions in the Middlewest. 


Mr. Cohen says: ‘“‘I feel our 


through good times and bad, 
the steady growth of our business.”’ 


¢ ART oO 


You can capture 
PEORIAREA through 
one station... WMBD 


Member CBS 


consistent use of WMBD, 
has played a vital part in 
Mee 


0. 


Chic ge 
is 


FREE & PETERS, INU. 


National Representatives 


PEORIAREA 


Pop.614,200 


MERCHANDISING DISPLAYS 
with Beauty, Function, and Force 


Ou 


Eye-catching displays awaken the 
buying impulse and convert it into 
buying action. Expertly planned, 
designed and fabricated point-of- 
purchase displays, including metal 
stands, cabinets, merchandisers and 
disp s are designed to sell, .as 
are Display Guild's highly individual 
business exhibits. Call Display Guild 
when you are ready to plan your 
post-war display strategy. 


Designers and Fabricators of Metal, Plastic and Wood Displays for Counter, Window and Floor - Business Exhibits 
i aa 


| Mosher Urges 


Business Parley 
as Prosperity Key | 


New York, June 26.—A War-to- 
Peace Council to plan an all-busi- 
ness postwar program for the next} 
ten years to reach a “new high 
in earned prosperity,” was sug- 
gested here today by Ira Mosher, | 
president of the National Associa- | 
tion of Manufacturers, to an inter- | 


trade conference sponsored by the | 
National Retail Dry Goods As-| 
sociation. 


Recommending that the confer- 
ence be held as soon as ODT regu- 
lations permit, Mr. Mosher said 
that “such a War-to-Peace Coun- 
cil by business must not limit 
itself to—or even emphasize—our 
criticism of the economic day- 
dreaming that has characterized 
our national policy in recent years. 
It must start with the determina- 
tion that business can say what}! 
should be done; that it can suggest | 
as well as criticize.” 

Apparently referring to 


sharp | 


| reach 


in the past by the 


guilty of in the past. We 


source of blowing off steam to help | household equipment, etc. Ty; 
|the WPB and the OPA free our|of the organization’s work 
productive machinery sensibly. We|rayon sewing portfolio, prep: 


shall have to minimize the sharp- 
shooting and get down to explain- 


ing the things that will bring us| York. Full reference material, 


success 


man ” 
men. 


as producers and _ sales- 


Forms Bureau to Serve 
Woman's Club Market 


Completing plans begun almost 


'a year ago, Sally Dickson Asso- 


ciates, New York, has established 
the Woman’s Club Service Bureau, 
a new organization through which 
industry will be encouraged to 
organized women’s clubs 
with informative, educational ma- 
terial in behalf of specific prod- 


prepare and distribute compre- 


NAM, Mr. | subjects 
Mosher said that “before we shall} each 
be fully listened to, we shall have|under the sponsorship of a | 
to stop a few things we have been| pany or trade association. 
shall 
have to soft-pedal our gietantant wil release a complete pro; 
| cussing, for instance.” 
Instead, he suggested, ‘“‘we shall|food and nutrition, fuel conse: ,; 
j}have to use a part of that great| tion, the use and care of elect ca) 


| 


| 


| 
| 


criticism of government policies| hensive club programs on various | 


Y AYE, y 


’ 


of interest to Women 


program to be developed 


Once each month the buiray 
im 

kit, with topics including text \es 
al 

al 

a 

. . ed 
with the cooperation of the Amer- 
ican Viscose Corporation, Ney 


formative leaflets for distribution 
among individual club members. 
outlines of talks to be given by 
club members, step-by-step plins 
for arranging the meeting, etc. 
are included. More than 7,500 «s- 
tablished clubs, representing abot 
757,000 community leaders, have 
already requested copies of «|| 
programs the bureau releases, M s< 
Dickson reports. 


Lundy to Dehydrator 


Roy Lundy, formerly field rep- 
resentative of the National Safety 


jucts and services. The bureau will |Council, has joined National De- 


hydrators Association, Chicago, as 
director of public relations. 


years, all since before the war 


day 


Thousands of Artkraft" signs everywhere to- 
- a substantial part of which have been up for many 
are further proof of their superior quality. 


The happy experience America’s leading merchandisers have had with Artkraft* signs has 
prompted an increasing number to use only Signs of Long Life®. 


PRODUCTION 


IS ABOUT TO 


MASS PRODUCTION METHODS. 


Additional plant facilities, most modern equipment, stream 
lined production methods and concentration on quantity orders 
permit. us to offer the finest signs ever produced at the lowest 


cost in history. 


Place your order at once if you have not already done so, - 
in order to get a good position in our production schedules. 
necessary. 
to customers ordering the 


We are supplying samples where 
is foreseen, especially 
as before the war. 


ATTENTION SALES MANAGERS and AGENCY ACCOUN' 


EXECUTIVES! 


Leading merchandisers and national advertisers today fully 
realize the importance of the part played by a successful sign 


It affords the surest way of making other forms of 


program, 
advertising pay out. 

Artkraft* signs increase sales 14.6% 
vertising 5 times as effective, by actual 


Artkraft’s* exclusive features include 
(raised out of the heavy sheet steel background by patented 
process, and 75% more attractive and 
perfect neon (actual average record) ; 
struction (no rust, no vibration) ; 


porcelain ename!}. 


We. here at 


and 


of the part we have played in the 
war effort. and are happy to have 
just received the Army-Navy s 


START! 


Quick delivery 


same signs 


ousy. 


ind make national ad 
audited research. 

Porcel-M-Bos'd letters jamente . 
readable) ; 999/1000% 
Galv-Weld frame con 


10-year guaranteed 


employees. 


Artkraft*. are proud 


We Give You 
The Artkraft* Creed 


TO EXPRESS IN WORDS ARTKRAFT’S* 
LONG 


ARTKRAFT* CREED 
“Going Places Together” 
Co-operation 
The realization that in a job, well 
done, there is plenty of credit for everybody 
. . that inversely, in a job poorly done, no- 
body can avoid his share of the blame . 
that the interests of labor and management 
are the same 
such co-operation we can best serve our cus- 
. and—finally, that none can pro- 
gress till his successor is trained. 


Here at Artkraft* we want good will ... 
not only customer good will, but that of our 


dends to management, labor and customer. 
In the quarter of a century that we have 
been doing business we have never had a 
strike or walkout. 


TERM BASIC POLICY 
The 


not buck passing or jeal- 


not opposed ... that through 


Co-operation pays big divi- 


THE ARTKRAFT’ SIGN COMPANY 


900 Kibby St. 


SIGNS OF LONG LIFE’ 


FOR QUANTITY 


Y hie 


Lima, Ohio, U.S.A. 


BUYERS 


Name 


Manufacturer of Signs 


*Trademarks Reg. U. S. Pat. Off. 


\ 
l 

1 

" 

1 

The World's Largest 
1 

! 

i 

l 

r 


Firm 


City 


THIS COUPON FOR YOUR CONVENIENCE | 


The Artkraft* Sign Company 
900 Kibby St., Lima, Ohio, U. S. A. 


Please send, without obligation, full details on Artkraft* sig: 5 
Please send a copy of The 


Artkraft* Creed on a heavy ca 
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““WHY WE MUST GIVE THE PRESIDENT A CLEAR ROAD”... 
a powerful plea for congressional support of President 
Truman’s pian for a sweeping reorganization of the ex- 
ecutive branch of the Government of the United States 


by JAMES F. BYRNES 


Former Representative, Senator, Associate Justice of the Supreme Court, 
Director of War Mobilization and Reconversion, Assistant President 


Today, our President must supervise 
101 overlapping, intertwining, and often 
competitive departments, agencies, and 
commissions, scattered in profusion and 
confusion about Washington and the 
country. If the President could concen- 
trate the many independent agencies in 
the regular departments under him, he 
could promote good government, save 
himself time and strength, and the tax- 
payer money. Congress alone can’t do 


THE CROWELL-COLLIER PUBLISHING CO. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, AND WOMAN'S HOME COMPANION 


the job. It should, says Mr. Byrnes, 
delegate the President sufficient power 
to put the executive branch of govern- 
ment in order. The author, one of the 
few men in the nation’s history with 
active experience in all three branches 
of our Government, outlines in the 
August issue of The American Magazine, 
a program to prune out unnecessary 
agencies, to eliminate waste motion 
and money, and to increase efficiency. 


j C . 3 i ( ae //) 


SHOULD NEGROES BE 
GIVEN EQUAL RIGHTS? 


Americans who are honest in their 
democratic faith are having a hard 
time facing the Negro question. Yet, 
in the months ahead, they must 
do some serious thinking about the 
status of the 13,000,000 Negroes 
in our population. Here, in the 
August issue, The American Maga- 
zine brings you answers to one of the 
most important questions of the day, 
the views and solid judgments of 
leading authorities expressed through 


THE AMERICAN MAGAZINE 
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Conducted by Arthur Kornhauser, Ph. D. 
Bureau of Applied Social Research, 
Columbia University 


Share your American Magazine, then save it 
for the Government's waste paper drive. 
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Department Store 
Sales Continue 
to Show Gains 


New York, June 27.—Daily av- 
erage sales of department stores, 
based on seasonally adjusted fig- 
ures released this week by the 
Federal Reserve System, show an 
increase in May over the same 
period last year, and over the 
month of April, 1945, despite 
growing cutbacks on military pro- 
duction and unemployment in 


some areas following V-E Day. 
The board index for the country 
as a whole, which uses the 1935- 


GIBBONS 


AOVERTISING 


J. J. GIBBO 


BAY STREET 


1939 average of 100 as base figure, 
was 187 for May, 1945, compared 
to 181 for May, 1944, and for 
April this year. Top gains were 
|made by Dallas, San Francisco 
j}and St. Louis, with Boston show- 
ing the only considerable decrease. 
|Dallas sales increased 25 points 
|over last year’s 228 figure, reach- 
ing 253; San Francisco increased 
from 214 to 233, and St. Louis 
gained 12 points, from 197 to 209. 
Boston sales declined from 164 in 
May last year to 159 this year. 
In every case but Chicago, which 
experienced a one-point decline, 
May sales showed increases over 
April, 1945, sales. 

Atlanta and Kansas City sales 


each jumped 11 points, from 233 


KNOWS CANADA 


NS LTD. 


MERCHANDISING 


- TORONTO 


TORONTO MONTREAL WINNIPEG 


REGINA 


CALGARY, EDMONTON, VANCOUVER 


to 244 and 192 to 203 respectively. 
Three cities showed slight de- 
creases, Cleveland from 181 to 179, 
Richmond from 212 to 211, and 
Chicago from 167 to 166. New 
York’s index rose this year by 
seven points, from 149 to 156, and 
Minneapolis advanced from 160 
to 163. Philadelphia remained 
constant at 168 both years. 


Woolworth Appoints 
Mathes Agency 


F. W. Woolworth Company, New 
York, has appointed J. M. Mathes, 
Inc., New York, as its advertising 
agency for the United States and 
Canada. 

Lynn Baker, head of his own 
agency in New York before in- 
duction into the Army and now 
account executive at Mathes, will 
handle the account. Mr. Baker’s 
agency placed Woolworth adver- 


Advertising Age, July 2, 


tising before his Army service. 
Campaign plans will be revealed 
shortly. 


Gilman to General Tire 


Max M. Gilman, president of 
Packard Motor Car Company until 
1943, has joined the executive 
staff of General Tire & Rubber 
Company, Akron. He will study 
the postwar market potential with 
a view of adding allied products 
to General’s merchandise line. 


Caldwell Rejoins McCann 


William J. Caldwell of the copy 
department of McCann-Erickson, 
New York, has rejoined the agency 
after a six months’ leave of ab- 
sence during which he handled a 
special assignment for the Army 
air forces, visiting B-29 factories 
and bases in this country and in 
the Pacific. 


STORY BEHIND THE SALE OF REFRIGERATOR No. A-7214 


--- She bought it 


... they like it 


SOLD ...A GOOD PRODUCT... THROUGH GOOD ADVERTISING ... AND GOOD RETAIL SELLING 


WATIORAL SALES REPRESENTATIVE 
GF THE OUTDOOR INDUSTRY 


60 EAST 42ND STREET 
NEW YORK 17, N.Y. 


-and Joseph W. Frazer 
“has what it takes” 
to baild it-at 


y and the bacinang to busi 


CRAMAM.PRIGE MOTORS CORPORATION 4 
Pera 27 Richigee a 
Olan. ons I 


Keep Wetching the News from Grahem-Palge! 


IT'S COMING — Graham-Paige starts 

newspaper advertising for its new car 

with copy playing up J. W. Frazer, 

company head, in a manner somewhat 

reminiscent of the personal buildup 

given Walter Chrysler two decades 
earlier. 


AMA Elects New Officers 


Thomas Roy Jones, president of 
American Type Founders, Inc., has 
been elected vice-chairman of the 
board of American Management 
Association and Keith S. McHugh, 
vice-president of American Tele- 
phone & Telegraph Company, has 
been elected chairman of the ex- 
ecutive committee. William L. 
Batt, vice-chairman of WPB and 
president of SKF Industries, Inc., 
continues as chairman of the 
board and Alvin E. Dodd continues 
as president. 

The following were elected vice- 
presidents: office management, I. 
O. Royse, Ralston Purina Com- 
pany; personnel, Guy B. Arthur, 


American Thread Company; pro- 
'duction, L. C. Hill, Eagle Pencil 
|Company; finance and accounts, 
Dr. Jules I. Bogen, New York 
| Journal of Commerce; insurance, 
'I. M. Carpenter, Ebasco Service, 
|Inc.; and packaging, Albert W. 
|Luhrs, Container Testing Labora- 
| tories, 


Black Joins Simplex 


Temple H. Black, formerly with 
NBC, New York, and WSMB, New 
Orleans, has been named _ sales 
|manager in charge of advertising 
‘and sales promotion of Simplex 
|Mfg. Company, New Orleans, 
maker of motor bikes. 


Hill Adds Clients 


W. S. Hill Company, Pittsburgh, 
has added the accounts of Gamlen 
Chemical Company and Pittsburgh 
Tube Company, Pittsburgh; Snap- 
Tite Coupler Company, Erie, Pa., 
and Kaul Clay Mfg. Company, 
Toronto, O. 
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For the sake of youngsters like this, wait. 
Wait until both these headlines have blazed 
across the pages of America’s newspapers— 
Germany Surrenders! 
Japan Surrenders! 
—then pick up your phone, call your advertising 


agency, tell them to take all war themes out of 
your advertising. 


But not a day sooner, please! 


For without the support advertising gives to civil- 


ian morale, without the guidance it gives to civil- 
ian conduct, the intensity of civilian effort could 
relax prematurely and prolong the war. 


So let’s all make sure that part of our adver- 
tising supports the war effort until both headlines 
appear. 


Let’s not quit until the last American soldier 
on the last battle front can cease firing. 
Young & Rubicam, Inc., Advertising, New York, 
Chicago, Detroit, San Francisco, Hollywood, 
Montreal, Toronto, London. 
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TWA Promotes Kimball 


Leonard Kimball, formerly 
western regional director of 
Transcontinental & Western Air’s 
news bureau, has been promoted 
to system manager, succeeding Leo 
Baron, who has resigned to be- 
come account executive with John 
A. Cairns & Co., New York. Mr. 
Kimball joined TWA in 1944 after 


16 years with Associated Press. | 


He will make his headquarters in 
Kansas City. 


Fee System Used 
by National Modes 
Assailed by FIC 


Washington, June 27.—FTC’s 
campaign to prevent institutional 
promotion orgamizations from col- 
lecting brokerage fees went into 
high gear today, with a complaint 
against National Modes, Inc., and 
National Modes Holding Corpora- 
tion, New York, controlled by 148 
of the nation’s largest retailers 
anxious to establish and promote 
brand names for women’s wearing 
apparel. 

The commission’s action against 
the organizations, based on the 
Robinson-Patman Act, alleged that 
‘they were collecting fees which 
|are passed on to members in the 
'form of dividends and advertising 
| benefits, while not 
| forming any function in regard to 
the sale or purchase of goods. 
| According to the commission’s 


in fact per-| 


|complaint, National Modes and the 
holding corporation, and John 
Block, active head of both com- 
panies, received a brokerage fee, 
in the form of a payment from 
the seller, or a rebate from the re- 
tailer, as well as a “buying fee” 
from the retailer, on all purchases 
of the 148 member retailers. 

After payment of operating ex- 
penses and dividends to the stock- 
holding stores, the commission 
said, the funds were used to pro- 
vide services and facilities for the 
promotion of articles bearing 
brands, labels and _ trademarks 
established and owned by the cor- 
porations. 


Owned by Retailers 


Stock in the corporations is 
owned by the retailers and the 
contracts between the corporations 
and the retailers provided that Na- 
tional Modes and National Modes 
Holding ‘Corporation would use 
their best efforts to “create and 
develop trademarks and _ trade 
names in connection with special- 
ized lines of wearing apparel and 


and popularize styles and mer- 
chandise in connection with which 


other merchandise; to create, use| 


jare to be applied; to choose and| sellers to and are accepted by the 


designate manufacturers of mer- 
chandise bearing such trademarks 
or trade names and generally to 
supervise the manufacture therof; 
and to advertise nationally such 
trademarks, trade names and mer- 
chandise.”’ 

In return, the stockholders agree 
to pay Block and the National 
Modes companies “buying fees” 
based on net invoice cost, includ- 
ing 2% on hosiery, 3% on mer- 
chandise costing less than $10.75 
per article, and 4% on items above 
$10.75. An additional 1% is as- 
sessed on all purchases made 
through Block and his associates 
for advertising of brands, labels 
and trademarks owned and con- 
trolled by National Modes. 


Get Manufacturers’ Fees 


In addition, Block and his com- 
panies receiyed fees from manu- 
facturers off purchases of the re- 
tailers, either in the form of direct 
allowances from the manufacturer, 
or as rebates from the retailer. 

The commission pointed out, in 
alleging violation of the Robinson- 
Patman Act provisions governing 
brokerage fees, that the fees, or 


. Advertising Age, July 2, (9D 
responding purchasing agent, 
while they are acting for and jp 
behalf of the buyers, and they 
render no services whatsoever 
the sellers. 

“Such fees and allowances are 
transmitted to and received by the 
buyers in the form of services ng 
facilities provided by their ) y, 
chasing agents,” the commis:ion 
explained. 


Wins Similar Case 


The action, involving a long lis 
of retailers and manufacturers, as 
well as the holding compan e 
which control Carolyn and Jean; 
Barrie brand names, followe: 
clear FTC victory in a similar . 
in the U. S. Court of Appeals in 
Chicago last week. 

The court sustained without 
modification an FTC order against 
Modern Marketing Services and 
Red and White Corporation, for a 
similar arrangement involving 
producers and retailers of {gon- 
trolied brand name foods. Ambpng 
the practices FTC was permitted 
to stop in that case were: (1) Re- 
tailers were forbidden to accept 
fees from producers and the two 


|such trademarks and trade names| discounts, “are transmitted by the 
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As a service to the most important of Radio's 


er 


special interests. 
“Radio Electronic Engineering 


a separate 48-page monthly 


edition is pub- 


lished— bound “ ithin the covers of R \ I yI¢ YN E WS. 
Ry contrast thisis the most selective circulation of 
the radio industry. This edition is written exclu- 
sively for the qualified leaders in radar, television, 


gran, 


VOLTS 


Paid ABC Circulation) 


If selling power could be measured 
electrically, the buying force contributed 
by a copy of Radio News might easily be 
reckoned as several volts to each reader. 
To be conservative call it 1 volt per copy, 
Multiply this by the number of copies— 
again by the number of readers per copy—= 
and you have an illustration of how selling 
power adds up with magazines of large 


circulation. 


CLEAR CHANNEL ADVERTISING TO THE “INNER MARKET” 


electronics and research—men of authority who 
buy. design and specify. RADIO ELECTRONIC 
ENGINEERING is available only to top exeeu- 
tives and key personnel—8117 in all. 

Ask a RADIO NEWS representative for the 
whole story of RADIO NEWS’ unusual editorial 
and circulation policies. 


; cd, ZIFF-DAVIS PUBLISHING COMPANY 185 North Wabash Avenue, Chicago 1, Illinois 
= Offices: New York - Washington - Los Angeles - London - Toronto 


organizations were forbidden to 
pass such fees on to retailers in 
the form of money, credits or 
benefits; (2) sellers were ord- 
ered to stop paying fees to the two 
organizations. 


‘Editors Travel Globe 


| Three representatives of Oil & 
Gas Journal, Tulsa, and its affili- 
ated Latin American publication, 
| Petroleo Interamericano, are cov- 
|ering international operations in 
| the petroleum field from widely- 
scattered points in the world. 
C. O. Willson, editor, is cur- 
rently inspecting producing and 
|refining centers in Iran, Iraq 
Saudi Arabia, Egypt, Bahrein Is- 
land, Qatar, Kuwait and the east- 
.ern Mediterranean. Kenneth J 
Langley, eastern manager of the 
_ two papers, is visiting fields and 
|refineries in South American 
| countries, while Henry D. Ralph, 
| Washington district editor, re- 
cently completed a circuit of naval 
| petroleum installations in the Pa- 
| cific theater. 


| Seeds Appoints Guedel 


John Guedel Radio Productions, 

Hollywood, has been appointed to 
represent Russel M. Seeds Com- 
|pany, Chicago, in the agency’s 
West Coast radio productions. This 
‘includes radio advertising of 
Brown & Williamson Tobacco 
Corporation, Grove Laboratories 
|}and Sheaffer Pen Company. The 
| Guedel organization plans to rep- 
resent other agencies in the same 
manner, 


WINSTON-SALEM 
Is Ready ...... 


. ready for a postwar era of 
expansion of business and industry 
that will continue to emphasize the 
city's importance as a market for 
advertisers in North Carolina . . . 
its industries, never of the "peak 
and valley"’ type haven't mush- 
roomed ... they've merely grown. 
And the growth has been solid 
and substantial . . . here to stay 
in the years ahead. 


. if you're interested in markets 
keep your eye on this ACTIVE one 
you'll be hearing about 

| Winston-Salem . about it 
growth ... about its people who 
will continue to be good customers 
| for the things you have to sel. 


| Journal and Sentinel 
| Winston-Salem, N. C. 


National Representatives: 


| KELLY-SMITH COMPANY 
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Out in the Pacific Northwest they’re still talking about the sensational success oi The 
Post-Intelligencer’s 1945 Golden Gloves Boxing Tournament. This year the colorful and 
popular event set an all-time record for attendance, attracting turn-away crowds of more than 


12,000 fans who jammed Seattle’s Civic Auditorium during the two nights of the event. 


Never before in history has the Pacific Northwest seen such a crowd for an indoor 
boxing meet. And no wonder . . . for in addition to witnessing a great series of boxing bouts, 
the fans knew also that thousands of additional dollars were being added to the more than 


$150,000 already turned over to war charities through Post-Intelligencer sponsored events. 


This great Golden Gloves show was an exclusive Post-Intelligencer promotion. No other 
newspaper carried a line about it . . . glowing testimony to the esteem in which this newspaper 


and its Sports Editor Royal Brougham are held by the people of this area. 


The Seattle Post-Intelligencer has achieved the enviable reputation of being the news- 


paper which does things . . . and gets them done in a manner unequalled by any other local 


publication. That’s why its circulation is dominant . . . its editorial voice so respected . 


its advertising columns so resultful. 
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REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


New York © Chicage © Boston © San Francisco © Phitadelphia © Detroit © Pittsburgh © Baltimore © Los Angeles * Seattle 
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Sloane to Auerbach 


Mrs. Louise Sloane, decorating 
editor, promotion director and a 
member of the editorial governing 
board of Woman’s Day, is resign- 
ing Aug. 6 to join Alfred Auerbach 
Associates, New York, as head of 
the promotion department. Auer- 
bach provides research, styling and 
merchandising services to manu- 
facturers in the home furnishing 
and household equipment indus- 
tries. 


CANDY INDUSTRY 


Don Gussow, Editor & Publisher 
33 W. 42nd St. New York 18, N. Y. 


| Advertising Company, 


Stock Exchange 
to Use 300 Papers 


New York, June 28.—The New 
York Stock Exchange in its first 
advertising campaign (AA, June 
11) probably will use dailies in all 
cities of more than 50,000 popula- 
tion, starting the last week of 
July. The list is expected to ex- 
ceed 300 papers. 

Newspapers will be given their 
choice of 1,000 and 640-line in- 
sertions, said Sam Ballard, execu- 
tive vice-president of Gardner 
St. Louis 


|and New York, which handles the 


| account. Insertions will run 
|monthly. The first ad will be on 
war bonds. 


Copy themes and other features 


soon. 


|| Sheridan Is Ad Manager 


Philip J. Sheridan, head of the 
national advertising department of 


ithe San Francisco News for the 


past seven years, has been ap- 
pointed advertising manager, suc- 
ceeding R. B. Selby, resigned. 


IGA Introduces New 
Line of Frozen Foods 


The entrance of Independent 
Grocers’ Alliance into the frozen 
foods distribution field was an- 
nounced in New York last week 
when IGA displayed its new Or- 
chid brand to a meeting of eastern 
wholesalers. Howard R. Gerhard, 
vice-president of IGA, said that 
the brand, which will include 
vegetables, fruits, desserts, and 
other items, would be marketed in 
IGA stores from coast to coast. 


Ekco Buys Massillon 


Ekco Products Company, Chi- 
cago, maker of housewares, has 
purchased the Massillon Alumi- 
num Company, Massillon, O. Pres- 


of the campaign will be announced |€?t management will remain un- 


changed and the plant will con- 
centrate on the manufacture of 


|the new Ekco pressure cooker. 


Tinkham Leaves KMTR 


Kenneth O. Tinkham has re- 
signed as manager of KMTR, Hol- 
lywood. He will be succeeded 
temporarily by Don Fedderson of 
KYA, San Francisco, until a new 


It ‘Telly Al’- 


the Duraglas Jar! 


THREE DIMENSIONAL—Duraglas con- 

tainers are spotlighted in color against 

subdued backgrounds in a: new series 

scheduled by Owens-Illinois Glass Co. 

in a list of consumer magazines. J. 

Walter Thompson Co., New York, is 
the agency. 


manager is appointed. Mr. Tink- 
ham’s plans have not been an- 
nounced. 


Above 
Shirts Previous 
Sold Week 
First and 
Second Week Average 238 — 
Third Week, a 
Displays Added 293 23% 
Fourth Week, o 
Post Ad Appears, Tie-ups used 353 20 Yo 
Fifth Week, 
Sates Removed 287 19% less 20% 


(Dota from FACT REPORT published by POINT OF PURCHASE 
ADVERTISING INSTITUTE. INC.) 


| PAPERBOARD 
PLastic / 


ARVEY 


CHICAGO e 


Third Week 
DISPLAYS SET UP 


Average First 
Two Weeks 
NO DISPLAY 


Displays Remain; 
Sat. 
~» TIE-UP ADDED 


DETROIT ° 


YS 


UP! WAY UP! ) 


SHIRTS 


Evening Post 


DISPLAYS 
REMOVED 


The facts shown in this advertisement were brought out 
by a study made by the Saturday Evening Post, in con- 
nection with advertising for a well known brand of shirts. 
The test was made in three stores: 
small city, a department store in a medium city, a haber- 


dashery store in a large city. 


First two weeks: no window or counter displays. Sales 


a clothing store in a | 


of these two weeks were averaged to form a basic sales 

figure. Third week: window and counter displays on the | 
advertised brand. Fourth week: to the same window and | 
counter displays were added display cards, Saturday 
Evening Post backgrounds and copies of the magazine. 


Fifth week: all displays removed. 


The results of many such tests of various products 
under varying conditions and circumstances demonstrate 
conclusively the great pulling power of proper point of 


purchase advertising displays. 


CORPORATION | 
JERSEY C11 YS | 


INSIST ON ARVEY QUALITY 


Owens-Illinois 
‘Plans 4-Color Acs 


for Duraglas Jar: 


Toledo, O., June 28—With the 
July 14 issues of Collier’s and r 
Saturday Evening Post, Ow) 
Illinois Glass Company will la 
a new consumer campaign fo; 
Duraglas containers, the seric-< tp 
run a total of 53 magazine aq: 
during the remainder of the » a, 

Featuring four-color ph to- 
graphs of the containers with ¢ \¢)) 
contents and the backgrounc jp 
black and white, the ads will have 


a three-dimensional quality 
highlight the glass containers 
themselves. After the initial oq 


the program will include a c 
of 13 inside covers in Collicr; 
and the Post, with supplementa| 
series in Good Housekeeping, /\'c- 
Call’s, Parents’ Magazine, Suiset 
and Woman’s Home Companio: 


Provides Appetite Appeal 


This tri-dimensional method 
presentation solves the problem of 
“illustrating the beauty of the 
container and at the same time de- 
picting the contents,” according 
to Bert Herron, advertising man- 
ager of Owens-Illinois. 

“We believe it not only conveys 
a remarkable measure of appetite 
appeal for specific glass products,” 
| Mr. Herron said, “but that it also 
has solved the problem of how 
ito do justice photographically to 
ian object which is thoroughly 
|Camera shy. . .” 

Duraglass bottles and jars wil] 
be shown with beer, soft drinks 
fruits, vegetables, milk,  coffe« 
prescriptions and other products 
|Caption line is “It Tells All—th« 
Duraglass Jar.” 

Agency is J. Walter Thompson 
| Company, New York. 


Taylor Heads Sales 


Albert Leigh Taylor has been 
appointed Canadian sales manage 
of Weatherhead Company, St 
Thomas, Ont., manufacturer of 
fittings for automotive and avia- 
tion equipment. 


Nesco Names Directors 


James F. Howard and E. G 
Gardner, vice-presidents of Na- 
tional Enamel & Stamping Com- 
pany, Milwaukee, have been 
named directors. 


Goodeve to Gibbons 


Edward A. Goodeve, formerly 
Montreal manager of F. H. Hay- 
hurst Ltd., has joined the Mon- 
treal office of J. J. Gibbons Ltd., 
in an executive capacity. 


EVEN AN ADVERTISING 
MAN WANTS A HOME OF 
wis OWN. - - + = 


Regardless of whether YOUR 
“dream home” is a cozy cottage 
or a magnificent mansion, you will 
want a copy of “How To Plan 
The Home You Want,” in your 
home idea file. 


Its 32 pages are packed full of 
valuable ideas in home design and 
new equipment that you wi ] want 
to know about. 


Written by our own staff of ac- 
cepted authorities on all modern 
phases of home building—men and 
women whose lives have been de- 
voted to the building business, its 
eight easy-to-read ae yters cover 
everything from financing to solar 
heating. 


Send for yvur copy today. 
PRACTICAL BUILDER 


59 E. Van Buren Street, Chicago £ 


at 25e I can’t lose—Send me “How Ti 
Plan The Home You Want.” 


Address 


| 
| 
Name | 
| 
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1 aed “leaule You, Mr. Executive! we rove 


been building to your specifications for twenty-three years and we shall 
keep on, so that we may continue to carry your aeronautical accounts and 
(*Original letter in our files) 


those of hundreds of other agencies, which, like yours, demand—as pre- 


requisites—character, reliability and service, before buying space for their 


clients in any publication. 


AERO DIGEST 


Tuice-a- Wouth 
515 MADISON AVENUE, NEW YORK 22 


93 yeu % 


AMERICA'S PREMIER AERONAUTICAL MAGAZINE 
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GM Tells Dealers 
Plans for Postwar 
Sales Expansion 


New York, June 26.—In “Pat- 
tern for Postwar Distribution,” a 
booklet released this week to Gen- 
eral Motors automobile dealers, 
Alfred P. Sloan Jr., chairman of 
the board, emphasizes. “oppor- 
tunity, security and equity” in the 
development of their business. 

“To protect our position both 
you and we must be able to de- 
liver the goods when the customer 
is ready to buy,” the statement 
says. “Too often opportunities are 
lost by lack of capacity at critical 
periods. This means that we must 
plan boldly and courageously. We 
must accept some hazards. The 
objective justifies it. 

“The program of General Mo- 
tors postwar divides itself on the 
physical side into several parts: 
(a) rearrangement of plant facili- 
ties; (b) improved services and 
facilities for employes; (c) re- 
placement of tool equipment; (d) 
bringing existing equipment to 
current standards, and (e€) expan- 
sion of capacity. . .” 


‘Cart Before the Horse’ 


This concept of General Motors 
postwar, the statement adds, “has 
been dramatized in terms of an 
expenditure of 500 million dollars. 
Of course we realize that in em- 
phasizing this expenditure for fa- 
cilities we are putting the cart 
before the horse. For the concept 
basically involves far more than 
production facilities. It involves 
research, engineering, distribution, 
over-all policy and its administra- 
tion.” 

Referring then to the dealers’ 
part in the program, Mr. Sloan 
says: 

“It should be clear that there 
are in these circumstances both 
an opportunity and a responsibil- 


ity. An opportunity to capitalize 
the deferred demand resulting 
from the suspension of production 
during the war. A _ responsibility 
to our partner type of relationship 


all essential facilities necessary to 
support effectively and aggres- 
sively the program as proposed... 


Property Is Important 


“Foremost in these plans should 
be the property from which the 
dealership will be conducted, in- 
cluding the new car, used car, 
service and parts facilities, as well 
as the necessary equipment for 
carrying on these activities in the 
most efficient manner and with 
the object of capitalizing the op- 
portunities of each of these depart- 
ments of the business to the ut- 
most. The recruiting of the neces- 
sary personnel to offset the great 
depletion that has taken place 
during the war is another vital 
job that should receive prompt 
consideration, along with a far- 
sighted program for the training, 
supervision and compensation of 
the force. ; 

“Everyone recognizes the impor- 
tance of adequate capital in the 
proper conduct of a dealership. 
Dealers should carefully examine 
their financial position in the light 
of their postwar capital needs. No 
business can be safely guided and 
managed without the necessary 
accounting records and essential 
operating reports. . . 

Service Emphasized 

“The war has brought new em- 
phasis to the matter of service for 
our products in the hands of mil- 
lions of users. . . Plans should be 
developed for intensive cultivation 
of these loyal owners not only to 
take care of their service require- 
ments but to have them continue 
as owners of General Motors prod- 
ucts when they again make their 
purchases. . . Success for the deal- 
er and the corporation depends 
upon the acceptance of product 
and services by the customer. 
More than ever as we move into 
the postwar period in a_ highly 
competitive market, we must ex- 
ercise our ingenuity to serve cus- 


tomer needs at all times. Nothing 


caderstyp 


Be 


IN READERSHIP — IN THE “NATION’S TEST MARKET” 


We've been so absorbed in telling the 
story of the “Nation’s Test Market” and 
how it’s saturated by “THE TRIBUNE” 


that we neglected to mention — 


THE TRIBUNE has the largest 


evening circulation of any 


newspaper in 
city of up-to 


America in any 
-110,000 people. 


More than 84,000, net paid! 


The South Bend Tribune 


NEWSPAPERS GET IMMEDIATE ACTION 


BROOKS & FINLEY, 


STORY, INC, 


* NATIONAL REPRESENTATIVES 


to provide the sales, service and | 


is more important than the cus- 
tomer’s good will. 

| “The degree of success of the 
|General Motors program will de- 
{pend upon the extent to which it 
\is supported by the sum total of 
the actions of its dealer body. The 
divisions 
be ready with detailed plans and 
will assist dealers in carrying out 
their individual programs. But, in 
the final analysis, all depends upon 
the support and action received 
from the dealers themselves. And 
most important from the dealers’ 
standpoint, unless this support is 


of General Motors will/d 


forthcoming dealers will not real- 
ize their share of the benefits of 
full participation in the program. 


telligently, imaginatively but real- 
istically. But plan to capitalize 
the opportunity. That we must 
i 


Account to Brown 


Cutter-Crossette Company, Chi- 
cago, maker of neckwear, has ap- 
pointed E. H. Brown Advertising 
Agency, Chicago, to handle its 
account. 


Adv Sing Age, Y 


\Jersild to Wemple 


Jersild Knitting Company, N 


“Therefore, plan boldly but in-|nah, Wis., maker of men’s 


boys’ knitwear, has’* 
\Jack C. Wemple, 
|Green Bay, Wis. 


Resumes Ad Post 


After three years’ service \ 
the Army air forces training c 
mand, Capt. Don Allshouse 
resumed his former position 


appoi: 
Advertis 


advertising manager of North: 


Equipment Company, Erie, Pa. 


$3 Bi 
Drug 


Seen 
Swamy} 

present 1 

nh tic ’s re 
‘ will rea 
$3,000,00 

: 4% of th 
n ret iiling, 
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the phlox brushing against him as he steps off the back porch, the 
feel of his favorite chair, the sound of his wife’s laugh and the 
fragrance she brushes into her shining hair. Home is heaven. 

All his dreams and plans are for home, and all his spending will 


be for the home he and his wife will make when he comes back for 


A. the man who’s back from Europe on a furlough. The whole 
world can’t hold a candle to that little shivery bang of the screen 


door, the smell of chicken frying, his mother’s “hello” on the phone, 


good. There are millions of him coming back after the war to make 


| the biggest demand in history for everything that families need. 


Better Homes & Gardens is built right around families in homes; that’s 


why there’s no place like it to sell everything that goes into homes. 
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$3 Billion Retail 
Drug Sales in ‘45 
Seen by Bander 


Swampscott, Mass., June 28.—At 
-esent rate of expansion, the na- 
tion’s retail drug volume in 1945 
will reach the record volume of | 
$3,000,000,000—slightly more than | 

of the estimated volume of all | 
tailing, I. H. Bander, vice-presi- | 
nt in charge of drug and sundry | 


sales of McKesson & Robbins, told| ‘the problem is to hold the busi-|and cosmetics, he said, and drug| 


| ness in the drug store’ and keep 
it from being “milked by non-drug 
outlets.” 

Manufacturers are spending 


the Massachusetts State Pharma- 
ceutical Association at its annual 
meeting here. 

About 25% of this volume would | 


be through some 5,000 chain stores}more than $100,000,000 annually | 


with average annual volume of|in advertising—an average of 
about $150,000 per store, he esti-| $2,000 for each independent retail 
mated, and 75% 
50,000 independent stores averag-| drug stores for trademarked goods. 
ing $45,000 each. |He urged druggists to tie in with 
Pointing out that the average | this expenditure. 
independent drug store draws its} Druggists, for example, should 
business from 1,900 to 2,000 per- | make greater efforts to attract 
sons, Mr. Bander emphasized that! women as customers for toiletries 


and children’s books. “The chil- 
| dren of today are your customers | gOnER IN THe 
|of tomorrow,” Mr. Bander said. RS 
ne ot ae’ Y 
: ~ 
‘Morris Mettel Named & 
Morris Mettel, export manager) & _». 
of Goodall Company, Cincinnati, x 


through about|store, he said, to send people to! 


stores should feature toys, games 


subsidiary of 
Inc., Sanford, Me., has been named | 


to handle, also, export sales of | 
Goodall Fabrics, Inc., recently | 
formed selling division of Goodall- 


Sanford. 


TEXAS: LOUISIANA 


THE SHREVEPORT TI 


IMES 
"30"... - 


In the Ark-La-Tex 
Area, KWKH, 
with its 
50,000 Watts 
is the No. 1 Medium 
with full coverage 
and SELLING 
POWER in this 


prosperous market. 
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Grove on KBS bad S Oe ar ane gl ge sm | i ° rf 
Grove Laboratories, St. Louis, | a ie] an | co Ca y and not yet introduced to consum- ApVERTISING ACE beliey turing 
is presenting a summer campaign | ‘ers, will have to be carefully|| that the great econom: : — 
RS ggg Mo at me " . selected. The change in the pub-|| problem of the postwar p, ; all 
tan” markets of the Keystone or api ostwar ise ed Mic "ali, Bom have || Tied will be to sell the good expecte 
rok enter ee - in the South | to be studied, as will the redis- and sig oe ge coed eno) Rae 
and Southwest. e program is ics, the fight for the advertising| tribution of time the public can a ere Plant fo 
Westen Serenade,” featuring) Current Ad Volume | ciar can e aivided in the broads | devote, Jistening to the radio] equipped to turn out «the. | Wf i. nu 
hillbilly music. Agency is Russel of $285, 100,000 |casting field between standard | 3% ng A , g —. profitable advertising an creased 
7 : ‘broadcasting, which will be sci-|2nes and n wspapers, or oer merchandisi th to 60,0( 
M. Seeds Company, Chicago. May Be Doubled entifically improved following| WS€ consciously exposing itself gn Jiabicredlaneg o's @8 
wartime experimentation, televi- | the selling message. red keys to postwar prosp« " ae 
| New York, June 27. — The) sion, ene ay suhe Cg Industry Enthusiastic id 3 ye dy ng on receive 
youngest of the major media—/@as a probable billion-dollar = in- reef 2 : e years that he ahead ma: w ll ex 
Lie gaa os its scuateat era of|dustry within five years et be the “golden age of adve: ply the 
expansion after the war when the |commercialization, frequency mod-| |; 6 1 ee ; one : b i tising.” In a series of arti ing the 
c scientific and engineering accom-| ulation and facsimile. (ws of ae CqEpren: se. eo 2 ig Aap of bros 
Siichments achieved during the|  fetert ‘comes available, and standard|| cles, of which this is th t 
:, its : l 1€ | r-Industry Competition ‘radio receivers will be improved fifth. we esent ye aa - ae 
war years can be turned into busi-| _ . |and perfected to include FM and : present a previey a unifi 
By management iness channels. Twenty-five years | As outgrowths of the radio iN-|\ Jevision facilities. radio is ex-| of some of the opportunitie: tinuing 
f the Central ago when radio began to get under | dustry itself, television, FM and | ‘ . 4 . ote | and »yroblems facing ; 1 rer ing wit 
men of the Centra way and broadcasting started on) facsimile will compete strongly | pected to attain an all-time high ana | s facing adver The 
aaa at daily schedule basis, annual busi-|With standard broadcasting in|! sales volume. tising and selling, and som tureee | 
of daily business ness was estimated at less than| seeking to attract the new adver- There are at present 928 stand-| of the steps which business surveys 
news in the na- | $2,000,000. In 1944, estimated tiser. ard stations on the air, with 23] will take to meet them. a new 
tion's greatest in- broadcast advertising net time). Directly after V-J Day and dur-|under construction. Allocations | product 
Aecteiel ache. sales were $285,100,000. What the| ing the long months necessary for| pending with the FCC for new) 
total will be in 1950 is anybody’s|reconversion to peacetime buying | stations total 180. Certainly, these | hold its own, competitively spe I 
guess, but current guessing is|and selling, some radio officials| figures show no fear on the part| ing, as much when reas Aang aid The | 
-—" optimistic. ' feel that radio is due for a slump | of their _ owners that standard| FM become popular as now when ciation 
n the coming age of electron-| while advertisers stop and take' broadcasting will not be able to/ the radio field is dominated by AM radio § 
listening. in Octo 
‘Institutional’ to Decline eer 
WOU 
Other radio executives have ex- until v 
pressed the opinion that the sales of unr 
volume of radio will not decline for re] 
immediately after victory, but will RMA s 
continue on the upward trend as time d 
it has done consistently during 1945 w 
the war years. itation 
_So-called “institutional” adver- Radi 
tising has played a major part in despite 
the annual increase of radio sales what f 
figures during the war years. As cated 
|space problems mounted for such definite 
/media as magazines and news- probab! 
| papers, advertisers engaged 100° five to 
_in war work, but with the desire 
| to keep their names before the 5 
public with an eye to postwar With: 
business, turned to radio, in many cializat 
|cases for the first time. In this § availab 
| group were such companies as 23,700,0 
_Allegheny-Ludlum Steel, Revere ing 82) 
Copper & Brass, Reichhold Chem- power, 
ical, Raytheon, Boots Aircraft Nut televisi 
| Corporation, etc. of RCA 
More Selling Effort Phili 
tor of 
Whether or not _ institutional § researc’ 
radio advertising will continue on — United 
as large a scale after the war is § stations 
a point the networks are seriously §— in ten 
considering. With the “choice” § tion tk 
listening time pretty well sold out § sound | 
/on several of the nets, and with § prosper 
| the large number of new products § vision | 
_to be introduced to consumers, With 
/many of them logically via radio, § audienc 
it appears probable the institu- § ers hav 
tional program will have little J sion c 
chance against the show aimed at § mentin; 
selling a specific product. Again put ov 
competitively speaking, this is MH sages t 
even more likely if networks want § audienc 
to promote their ability to raise 
sales figures. 


Big Market for Sets 
Another selling phase of the 


FOOD, CLOTHING, SHELTER...AND RADIO! ‘standard broadcasting picture‘ 

| be considered is the coming in- 
;crease in sales of receiver sets 
|In January, 1944, it was estimated 
| that despite wartime freezes and 
= = parts shortages, America 
; , a 5 radi - 1€ 
ing is a custom as regular (and as automatic) as bring- | a a on 2s 


To the three basic needs of humankind.. food, cloth- In many homes, turning-on the radio in the morn- 


ing, and shelter... many will add a fourth today: Radio. 


wa os ing-i ilk and the newspaper, and putting a pot 
Certainly, it is no exaggeration to say that radio, in the ing-in the milk and the newspaper, P S 4 po | 


of coffee on the stove. It is one of the things the Ameri- 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVE 


The Register is rated* th 
7th test market in the U. S 
—2nd in New England. Wit! 
a minimum cost you reac 
urban and suburban popu 


last quarter-century, has become as habitual a factor in 
can family does, not only from habit but by design. 


our daily lives as eating, dressing, working, and sleeping. tae we a 
Truly.. it is the fourth dimension of civilized living. 


i loneli ‘yherev dio enters the oe ; 
EERE More than 18,000,000 people live within the intense 


Tk : ’ olis no less than on the ; : . , 
home.. in the crowded metropolis 7 primary areas of six Westinghouse stations. . and most | 


farms that dot remote regions. Night and day, come of them know from daily experience that they can | 


the radio voices of other human beings. . bringing serv always expect quality and variety in programs by 


ices valuable alike to the nation and the individual. staying in tune with Westinghouse. 


lation. 


*independent Survey of Providence Bulle 


WESTINGHOUSE RADIO STATIONS Inc 


\ WBZ * WBZA * WOWO «+ KEX « KYW * KDKA 


REPRESENTED NATIONALLY bY NBC SPOT SALES—EXCEPT KEX © KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 
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audience. Among national adver- 


largest number in history. Be- 
fore the war, the radio manufac- 
turing industry had a $300,000,000 
aynual volume of business, and 
with the new uses for radio ahead 
qa much larger demand for sets is 
ex pected with a resultant increase 
in employment. 

n a recent address, James L. 
Fiy, former FCC chairman, said 
the number of receivers had in- 
creased in 25 years from 1,000,000 
to 60,000,000, and mentioned Phil- 
co's estimate that there is today 
qa pent-up demand for 25,000,000 
receivers. The public, he thinks, 
will expect manufacturers to sup- 
iy them with one receiver giv- 
inz the best in all available forms 
of broadcasting, with the broad- 
caster benefitting by establishing 
q unified service to serve a con- 
tinuing audience without compet- 
ing with himself. 

The sales job radio manufac- 
turers face is obvious, with recent 
surveys in every case revealing 
a new radio as one of the first 
products most people want. 


New Methods Coming 


The Radio Manufacturers Asso- 
ciation reports that some civilian 
radio sets may be on the market 
in October, with the scale of pro- 
duction increasing gradually but 
not reaching large proportions 
until well into 1946. Production 
of unrestricted component parts 
for repair of existing sets, the 
RMA says, will be possible some 
time during the third quarter of 
1945 when the WPB modifies lim- 
itation order L-265 on July 1. 

Radio and electronic officials, | 
despite the disagreements as to! 
what frequencies should be allo-| 
cated to television, are making’ 
definite predictions on  video’s 
probable expansion in the next 
five to ten years, 


5-Year Television Plan 


Within five years after commer-| 
cialization, television should be| 
available to 100,000,000 people in | 
23,700,000 wired homes, thus reach-| 
ing 82% of the nation’s buying| 
power, says D. D. Halpin of the 
television receiver sales division | 
of RCA Victor. 

Philip I. Merryman, NBC direc-| 
tor of facilities development and_| 
research, sees more than 400 
United States cities with television 
stations operating at a profit with-| 
in ten years, and adds the predic- 
tion that “all media, including 
sound broadcasting, will be more 
prosperous than ever after tele- 
vision becomes commonplace.” 

With this tremendous future 
audience in view, many advertis- 
ers have already become ‘“televi- 
sion conscious” and are experi-| 
menting now with techniques to 
put over their commercial mes-| 
sages to a “seeing and listening” | 


| 


Laie Angeles 


FOR WESTERN 
DISTRIBUTION 


Just fly us the copy, layouts, mats 
or plates. Save time and money 
by having newspaper circulars, 
advertising material, publica- 
tions, western editions produced 
in the West on modern, fast ro- 
tary presses .. . black, color or 
process colors on newsprint. 
Write for samples and prices. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 


tisers now using television are 
Bulova Watch, Botany Worsted, 
Pan American World Airways, 
Firestone Tire & Rubber, RCA Vic- 
tor, Gillette Safety Razor and Esso 
Marketers, all on NBC’s New York 
television station, WNBT; Lever 
Bros. Company, VU. S. Rubber, R. 
H. Macy & Co., and Alexander 
Smith & Sons, on WABD, New 
York video station owned by Allen 
B. DuMont Laboratories. 


CBS Has New Plan 


This month, CBS announced its 
invitation to clients “to join with 
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it in a working partnership in|looking over their productions for|now on experimental shows. Para- 
commercial television.” On July) television possibilities, and movie| mount Pictures, for example, has 
16, CBS network advertisers can actors have looked into the me-|an interest in DuMont Labora- 
avail themselves of the network/dium’s future to the extent of} tories and in Scophony Corpora- 
television personnel and studios| organizing the Affiliated Commit- 5 
to create and pre-test new tech-|tee for Television, which has al- 
niques of commercial video as well| ready started building a library | CORN —HOGS — OATS — CHICKENS 


as “field-test” their effectiveness|of television films. A 
¢ ST. JOSER 
i . 


under conditions of actual wef BEeve Pn en Retail 


casting. 
Many of the large movie com- | L iSSe 


While marketing experts are) 
busily figuring what the public|panies have applied to the FCC) 
wants in the television set line, | for television licenses, while others | 
and advertisers are experimenting| have bought interests in television $s 
with the video show of tomorrow,|equipment manufacturing enter-| CATTLE — SHEEP—HAY — WHEAT 
motion picture companies are|prises which are spending money} . 
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Of the many amazing achievements of this war Jet Propelled Planes have been the 
most sensational. Our latest, the SHOOTING STAR... built by Lockheed, General 
Electric and Allison Division of General Motors... really runs races with the Comets. 


The Shooting Star flies 800 miles an hour or more. There seems to be no limit to the 
heights this plane can go... and the higher it goes the faster it flies. It uses inexpensive kero- 
sene instead of high-test gas. Engines have only half the weight of conventional motors, are 
unbelievably simple and can be replaced in fifteen minutes. Some authorities believe jet pro- 
pelled planes may make all other types obsolete. So again... by defying traditions ... American 
Industry helps provide better equipment for war as well as peacetime uses. 


~ CONSOLIDATED CéaZed PAPERS 


AT UNCOATED PAPER PRICES 


Traditions were also shattered when 
Consolidated pioneered in produc- 
ing enamel-coated printing paper so 
speedily and economically that it could 
be sold at the price of uncoated stocks. 


paper manufacture are vital factors in the 
war effort, and their strict conservation is 
necessary. 


Consolidated Coated leads the Book Paper 
field in the production of maximum tons of 


The reproduction of Sine half-tones re paper with a minimum of critical materials, 


quires the smooth, uniform surface provided 
by an enamel coating... yet for many pur- 
poses such paper was once prohibitive in 
price. That price barrier was removed by 
the development of Consolidated Coated. 


man-hours and machine-power. 


Moreover, because its opacity afd bulk 
are relatively high, Consolidated Coated 
Paper helps printers, publishers and adver- 
tisers stay within paper quotas without 


The ingredients, labor and facilities for reducing essential war and civilian services, 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


SALES OFFICES 


Four Modern Mille... All in Wisconsin 135 SO. LA SALLE ST.. CHICAGO 5 
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CONSOLIDATED WATER POWER & PAPER” COMPANY 
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tion. Radio-Keith- Orpheum is 
making “tele-reels” through RKO 
Television Corporation, a _ sub- 
sidiary, and 20th Century-Fox has 
formed a video division. 

For the field of department store 
advertising, television is consid- 
ered a “natural,” and is already 
a potential headache to news- 
papers, which have heretofore had 
more or less of a monopoly on 
that kind of day-to-day selling. 
Installation of video receivers on 
various floors in a store could in- 


EYE’ CATCHERS 


World’s 
test col- 
ection adv. 


FREE ! 


on request. No ebdliga- 
tions. No salesmen. 
BYE*CATCHERS, Inc. 
10 E. 88th Street 
New York 16, N. Y. 
i miata 


- | 50-megacycle 


tegrate sales by reaching the cus- 
tomer while she is on the spot 
and in the mood to buy, and de- 
partment store sponsorship of 
morning television shows could 
interest the housewife in the day’s 
bargain sales. 

With the FCC in the final stages 
of saying which services shall use 
what radio frequencies in the post- 
war era, prognostication on the 
future of frequency modulation 
has been slowed down. This 
spring, the FCC said that it ex- 
pects FM in the years to come 
“will develop to a point where 
there may be between 1,000 and 
3,000 transmitters and between 
50,000,000 and 100,000,000 re- 
ceivers in the hands of the pub- 
ue.” 

(The FCC, ina ruling announced 
at Washington today, has decided 
to move FM up to frequencies be- 


~|tween 88 and 106 megacycles, 


compared with the present 42 to 
band, giving this 
broadcasting sector room to ex- 


. | pand.) 


The growth of interest in FM 
and its possibilities can be seen 
in the increase of FM stations from 
the spring of 1941, when: there 
were 43 commercial and 6:éxperi- 


mental stations, to the spring of 
1945, when applications on file 
with the FCC for new FM outlets 
totaled 403. 


Facsimile Important, Too 


Although little publicity has| 
been given to postwar potentiali- | 
ties of facsimile, Finch Telecom- 
munications, Inc., New York, de- 
scribes this “infant industry” as 
“growing up over night.” 

The heart of what facsimile 
means to advertising lies in the 
new markets it will open to radio, 
including the fashion merchandis- 
ing field, the mail order business 
(coupons complete with postage 
permits can even be sent over 
facsimile), or increased food ad- 
vertising. It also offers radio “a 
self-sufficient service for new 
shows, build-ups for radio per- 
sonalities, complete playbills and 
daily programs.” 

During the war listeners have 
“leaned” on radio more than ever 
before. The expansions of service 
which standard broadcasting, tele- 
vision, FM and facsimile are now 
developing should make this me- 
dium an even greater factor in 
American living and in advertising 
and marketing in all fields. 


“WINDOW DECORATION” for RADIO! 


If you handle any radio for a big retail 
store or chain, let us prove to you that 
Sonovox can make people listen to your 
commercials in the same way that unique 


and wonderful decoration makes people 


look at your windows. 


Sonov ox enables your 


speak ‘your store’s name or slogan in odd, 


unusual or beautiful sounds which are far 


more interruptive than any 


The Lifebuoy foghorn. for instance. or the 


~ 


/ 


commercials to 


RCA 


makes 


“Voice 


tertainment. 


by actual Hooperatings! 


human voice. 


people 
Sonovox makes every commercial an en- 


Sonovox 


identification an average of 44°/,, as proven 


Now Sonovox is available not only for big 


of Electronics.” Sonovox 


listen—and remember— 


Fred A. Archibald, publisher of the Albany Times-Union an 
pres. of the New York State Publishers Ass’n, was a proud spectat; 
at West Point commencement—his son was one of the graduat« 
The senior Archibald, one-time adman, served in both world wa; 
and is now a major in the New York Guard. . . Herbert W. Smit! 
prom. mgr. of the Dallas News, was in Chicago recently to atte: 
the graduation of his younger son from the University of Chicag 
medical school (Navy V-12)... 

Emmett S. Jaques, ad manager of Master Lock Co., Milwauke: 

got out a “two-star final” Storkline Bulletin, dated June 3, to ar 
nounce the birth of Marleen Suzanne, who tipped the scales at si 
pounds, three-and-a-half ounces. . . And Henry Klein, publicit 
director of Philip 
Klein Ad Agency, 
Philadelphia, who 
is now a staff of- 
ficer in the Mer- 
chant Marine, 
sent out a minia- 
ture front page 
of the Evening 
Bulletin, carrying 
a p¥cture and 
lead story on the 
arrival of a son, 
Kenneth: . . 
. Thomas Colli- 
gon, N. W. Ayer’s 
assoc. director of 
the public rela- 
tions dep’t, has 
just added “The Superfortress Is Born—the Story of the Boeing 
B-29,” published by Duell, Sloan & Pearce, to his first “Flying Fort- 
ress, the Story of the Boeing Bomber.” Mr. Collison, who is civilian 
coordinator in charge of assembling all information on the B-29, 
went to Seattle last winter to gather material for the book. . . 

Jim Kearney, president of the James R. Kearney Corp., St. Louis, 
and president of NIAA, is one of the best golfers in advertising. He 
carded a 77 at the annual golf tournament of Chicago industrial ad- 
vertisers at Medinah June 22... 

Frank Ewing, Fensholt Co., Chicago agency, is receiving plaudits 
on his job in editing “Dopy,”’ a burlesque edition of “Copy,” the 
Chicago Industrial Advertising Association publication. Issued in 
connection with its annual golf tournament, it provided plenty of 
laughs. Ewing is a new v.p. of the association. . . 

Alexander J. McDonald, publisher of the Albany Knickerbocker 
News, had a successful fling at auctioneering during a war bond 
rally at Hawkins Stadium. He “sold” Forrest Willis, WOKO star 
miker and chief auctioneer, for $1,000,000 in bonds to a local 
bank, which in turn “bought” McDonald for $50,000 worth of bonds. 
Col. Bertrand T. Fay, former publ. relations director of United 
Traction Co., Albany, just back from Iwo, where he served with 
the Fourth Marines, spoke at the rally... 

A 90-degree sun didn’t discourage the golfers among the 179 
members of Eastern Industrial Advertisers (Philadelphia NIAA 
chapter) who attended the 
group’s outing June 20 at Mer- 
ion Country Club, Ardmore. 
Jerry Gray, Gray & Rogers, 
was outstanding golfer among 
the active members, with a low 
gross of 81 and the longest 
drive—211 yards. Fred Gloeck- 
ner, president, T. A. Winchell & 
Co., won low gross among assoc. 
members. Ed Stanley, Conover- 
Mast Corp., was captain of the 
victorious (4-3) active members 
in the soft ball game, while Roy 
Lochten of Geare-Marston led 
the Associates. . . 

Ed Kobak, pres. of MBS, left 
June 30 for a three weeks’ va- 
cation at Pine Orchard, Conn., 
part of which he’ll spend with 
son James, Army captain just 


REUNION—Capt. Walter M. Schwartz Jr., president of 

Proctor Electric Co., Philadelphia, on wartime leave from 

the company, visits with his father, left, and T. W. Allen, 

right, chairman of Proctor, on his first trip home since 

his release from a German prison camp where he was 
interned for 18 months. 


* 
_——— 


FETED — Employes of Schulze & Burch 
Biscuit Co., Chicago, presented an 


increases sponsor 


national shows, but also for a few carefully- 
selected, blue-ribbon local accounts in key 
markets. If you want the facts, drop us a 


line today. Auditions gladly arranged. 
° | od é er 


WRIGHT- SONOVOX, INC. 


“Talking and Singing Sound” 


FREE & PETERS, INC., Exclusive National Representatives 


CHICAGO: 180 N Michigan WEW YORK: 444 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 111 Sutter WOLLYWOOD: 6331; Hollywood ATLANTA: 322 Palmer Bidg. 


Franklin 6373 Plaza 5-4130 


Cadillac 1880 Sutter 4353” 


Hollywood 2151 Main $667 


8ist-birthday cake to Paul Schulze Sr., 
right, founder and board chairman. He 
is shown here receiving the congratula- 
tions of Gordon Bes!, president of 
McJunkin Advertising Co., who helped 
celebrate the occasion. 


back from the European theater 
and on his way to the Pacific. .. 
Diana Bourbon has returned to 
Ward Wheelock as director of 
radio in the Hollywood office 
after 20 months’ 


service over- 
seas with OWI, more than a year of which she spent in London 
as chief of production for French propaganda radio. The remainder 
of her time she spent in Paris doing liaison work. . . 

Charles John Borrelli, head of Borrelli Company, Philadelphia, is 
back at his office after an enforced five-month vacation caused by 
a hip fracture during one of the agency man’s volunteer variety 
shows before a G.I. audience. Mr. Borrelli is director of Service 
Men’s Shows (affiliate of the national USO),a volunteer group of 750 
members who present an average of 75 shows a month in hospitals, 
theaters and service clubs around Philadelphia. . . Others on the 
recovery list are Larry Baird, commercial mgr. of WWL, New Or- 
leans, back at work with his broken leg mended, but still in a cast, 
and R. G. Patterson, gen’l mgr. of WAPO, Chattanooga, whose 
crutches are helping him get around for the first time since his leg 
was fractured some three months ago... 

S. E. “Tony” Voran, ad mgr. of Pesco Products Co., Cleveland, 
has been appointed chairman of the aircraft and auto parts and 
accessory manufacturers group of the industrial div., Cleveland 
Community Fund War Chest... And Monroe A. Bloom, ad mgr. of 
the Anglo-California Nat’] Bank, San Francisco, has been appointed 
a member of the sites and building sec. of the San Francisco C. of C. 
Industrial Development Committee. . . 
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“The sign of the Hand 
and Shears”... circa 1830, 
based on data secured by 

ftwaier Kent Museum 
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At the anctent symbol of the shears”... the eross-leg’d 
colonial taylor snipt broadcloth breeches, buff jackets and jerkins... 
girded stout squire and likely lad against winter’s sharpness . . . dizened 


the body not in dun worsteds alone but in dignity and distinction. 


Tue modern newspaper editor is a tailor of thought—fashions 
informative fact into habiliments for the head...cuts the significant 
from the passing fabric of time...seams today with yesterdays and 
tomorrows... weaves the bright thread of perception into the 

pattern of public topics...clothes the mind in able accoutrements, 


garb’d against gossip and rumor, full cloaked in currency. 


In Philadelphia, The Inquirer bedecks 500,000 bigwigs and gentry 
with a daily greatcoat of world-gatherings, spun in style, honest in 
weave and web—its commercial wearing worth attested by sundry 

accounts of substance in the linage ledger. To sew up custom of 


quality, thread your needle with The Inquirer! 


Che Philadelphia Inquirer 
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Names Tube Sales Heads|! 


Claude J. Hendon, southeastern 
district manager at Atlanta for 
General Electric Company, has 
been named manager of sales, tube 
division of the electronics depart- 
ment. J. E. Nelson has been ap- 
pointed sales manager of indus- 
trial tubes in the department, and 
Howard J. Mandernach, formerly 
receiver tube sales manager, has 
been appointed New York district 
manager of G-E’s electronics de- 
partment. 


NO USE TURNING 
GUSTOMERS AWAY 


And yet you may If You 


be doing just that. i manufacture 
. illi 
There's a 7 billion and Sell 


dollar market you 
could encourage] COSMETICS 
simply by letting§& 
these ag e know you'd welcome their 
business. For the Negre leoks to his race 
press for guidance. Yeur advertising in 
the Negro papers can earn his confi- 
dence, geed will and regular patronage. 
But whether your product is cos- 
metie, food, drink, wearable, er any- 
thing else, it will ay you to write to 
Interstate United Newspapers, Ine., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reaeh- 
ing is great and gro market. 


Strike’ Threatens 
fo Hold Up Funds 
for Census Work 


House Committee 
Stalls Hearings on 
Reconversion Studies 


Washington, June 27.—A House 
rules committee “sitdown strike” 
on the second supplemental appro- 
priation bill has raised a real pos- 
sibility here that the ambitious 
government “reconversion statis- 
tics” program, including the 1946 
Census of Manufactures, may have 
to be abandoned for lack of funds. 

For six weeks now the rules 
group has refused to give a green 
light for discussion of the $18,000,- 
000 appropriation, although the 
matter was reported by the appro- 
priations committee after a special 
appeal from President Truman 


and War Mobilization Director 
Fred M. Vinson. 

With a summer recess approach- 
ing, Census officials confess that 
the program will have to be 
severely pruned, if not entirely 
dropped, unless the funds are 
forthcoming within the next few 
days. 


Preparations Continue 


At the insistence of the late | 
President Roosevelt, preparations | 


for the 1946 Census of Manufac- | 


tures had gone ahead out of Presi- 
dential funds in anticipation of the 
Congressional grant. 

Much of the technical prepara- 
tion for the census has been con- 
tinuing so that the actual census 
could be taken even if the $5,595,- 
000 required for the work was not 
granted until early fall. 

Preparatory work has not gone 
ahead on other aspects of the “re- 
conversion” studies, however, and 
it becomes increasingly doubtful 
that the government will be able 
to proceed with the sample Cen- 
sus of Business, sample Census of 
Population, expanded labor force 
studies and consumer income, ex- 
penditures and savings studies. 

Refusal of the House rules com- 


Do you baeW these facts 
Market? 


about 


1 


Bakery Volume 


Although the United States Census of 
Manufacturers lists 18,000 shops as com- 
mercial bakeries, less than 10,000 Bakers 
account for the bulk of the ingredients, 
materials, equipment and supplies that 
are purchased annually. The chart 
below shows a breakdown of the 
volume of business done by all 18,000 


Bakers. 


2 


Less than 10,000 Bakers do more 
than 91% of the $2,000,000,000 


There are three major buying 
classifications in the Bakery Market 


_ Bakery 


control, 


| 


i xo aa 


A The Large Combination Baking 
Companies, having two or more 
plants and buying centrally. 

B The Independent Wholesale 

and the 

doing $50,000 or more per year. 

The Progressive Retail Bakers do- 

ing under $50,000 annually. 


Bakers, 


hood shops. 


The Baking business is a 
manufacturing industry 


Bakers have the same problems that are 
inherent in the manufacture of a delicate 
precision instrument! That is, to make a 
product of uniform quality and to sell it 
at a profit. With this difference- 
the only manufacturing industry in the 
world that sells its products the same 
day they are made, for cash, and has 
nothing left in the plant at the end of 
the day but raw materials. 

To constantly improve quality and effi- 
ciency, Bakers need and accept all the 


A relatively large group, numeri- 
cally, of little one-man neighbor- 
Together, they ac- 
count for only about 9°% of the 
total bakery business. 


Practical Bakery 


Retail Bakers 


analyses of ingredients, research in new 
developments, improvements in methods 
of production and operations, 
pioneered in our laboratory and engi- 
neering departments, 


What this means to advertisers 

It seems likely that those Bakers who 
read technical articles on, say, mold 
are equally anxious to learn 
more about anything that will help them 
operate a more profitable business . . . 
whether it pertains to the machinery, 
supplies and equipment they work with, 
or the ingredients they use. 

So, manufacturers whose advertising 
messages offer our readers anything that 
helps with their problems, find them just 
as responsive as do our Editors, who re- 
ceive volumes of mail and telephone calls 
for technical help. An ingredient manu- 
facturer of a flavoring, for example, 
would get best results if he explained the 
specific qualities of his product in terms 
of the Bakers’ specific interests. 


technical phases, in engineering, and in 
merchandising, are available in our New 
York and Chicago offices to cooperate 
with any manufacturer or advertising 
agency interested in the Baking Industry. 


Section of Bakers Weekly's Laboratories and 
Experimental Bakery 


were 


men, specialists in all 


this is 


to Bakers. 


help they can get, from manufacturers 


of ingredients, equipment and supplies 
and from the editorial pages of the Busi- 
ness Press serving their Industry. 
Bakers Weekly has attracted a reader- 
technical, 
ment-minded Bakers, largely because of 
the editorial service available through 
our Physical and Chemical Laboratories 
and our Experimental Bakery which 
were organized in 1919. 


ship among these 


Many improvements, during the last 25 
toward closer controls, 


years, 


improve- 


chemical 


Directory of Selected Bakeries 
Available to our Advertisers 
Bakers Weekly compiles an annual Di- 
rectory containing the names of bakery 
establishmenis which do $50,000 or more 
business annually. 
of business operated, kind of products 
made, number of delivery trucks, names 
of owners, operating executives, etc. 
Those who have used it say it is an ex- 
tremely valuable sales tool in marketing 


For complete market story see Tell-All Unit in Standard 
Rate and Data, Classification 9, Business Paper Section. 


45 West 45th Street, New York 19, N. Y. 
360 North Michigan Avenue, Chicago 1, Ill. 


It describes the type 


a ’ s 
Ly A “When I say coffee | mean FOLGERS” 


CARTOON SERIES—J. A. Folger & 
Co., San Francisco, has released a fall 
schedule through Raymond R. Morgan 
Co., Hollywood, using 43 newspapers 
in three western states plus Family 
Circle and Western Family. Twelve ads 
will run Aug. 16 through Dec. 17, with 
illustrations by Machamer, Partch, Nof- 
ziger and Owen. 


mittee to clear the way for the sta- 
tistical programs represents the 
second Congressional rebuke of the 
program, the first having occurred 
last December when manpower 
shortages were a matter of prime 
Congressional interest. 

After the program lost out in 
December, the revised appropria- 
tion was held in committee until 
the manpower shortage evapo- 
rated, and was reported in May, 
when the reconversion problems 
of business were once more fore- 
most of the minds of Presidential 
advisers. 

In recommending the request of 
$18,433,000 for the work, the ap- 
propriations committee warned 
that data now in the hands of gov- 
ernment and business “does not 
afford dependable basis for other 
current or projected uses.” It 
commented that “too little and too 


late can mean as much to the na- | 


tional economy as to military and 
naval preparation.” 


Reasonable Cost Stressed 


The committee characterized the 
plan as a comprehensive and inte- 
grated program involving the re- 
quirements of 17 government 
agencies and of private business. 
The cost, it said, would be small, 


compared with the returns from “a | 


Advertising Age, July 2, igs: 


vigorous and continuous prog; 
of collecting and disseminat 
such statistics.” 

From the start the program 
been involved in controversy 0) er 
the proposed sample Census oj 
Business, with representatives o{ 
marketing organizations expre s- 
ing fear that acceptance of e 
sample census at this time wo |q 
result in retarding a full stud; 

Dr. Stuart A. Rice, assistant | j- 
rector of the Bureau of the Bud °; 
in charge of statistical standa 
told the committee that a full C. ,- 
sus of Business would cost $) - 
000,000, compared with $1,200, \9 
for the sample study. He explai:4 
that the sample would in no y, 
eliminate the need for the full ce:,- 
sus. 


Promises Quick Action 


The committee recognized the 
argument of business men and 
marketing specialists that only the 
complete census could supply daia 
for small geographical areas, but 
it concluded that “owing to the 
time it would take for its comple- 
tion, the sample census should be 
proceeded with.” The committee 
pointed out that the Budget Bu- 
reau had not presented an estimate 
for a full Census of Business, and 
promised “if and when it is pre- 
sented, the committee would 
disposed to present a recommen- 
dation to the House as speedily as 
circumstances permit.” 


Over-all Support Lacking 


While various business groups 
have been willing to appear in be- 
half of individual studies, it is ex- 
plained, there has been no over- 
all support expressed by represen- 
tative business groups. 

With the Census of Business for 
1945 in doubt and the sample Cen- 


sus of Population as well, the Cen- 
|/sus Bureau nevertheless has been 
| able to increase its current infor- 
mation reports and to proceed 
with plans, in cooperation with the 
Bureau of Foreign and Domestic 
Commerce, for more complete re- 
ports covering national income, 
national product and expenditures 
and balance of foreign payments 

The 1945 Census of Agriculture 
covering 1944 is already nearing 
completion, with reports for a 
third of the nation’s 3,000 coun- 
ties in process of tabulation. 
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Uoped Rates Don't 
Affect Ad Volume, 
‘ 7Ad Managers Say 


Harrisburg, Pa., June 28.—War- | 


ime increases in advertising rates | 


save had no effect upon advertis- 
ng or advertisers, newspaper ad- 
verlising managers and executives 
nave told the Pennsylvania News- | 
oaper Publishers’ Association, | 
which is sending to its members| 
, report on wartime and postwar | 
) newspaper advertising problems. | 
More than 60% of those reply-| 
ng to the poll increased rates, and | 
‘the 40% not increasing rates, | 
about half plan to do so during | 
the next year. Increases in retail | 
rates ranged from five to 15%, | 
whereas national rates were ad-| 


| 
| 


and vanced from five to 16% %. | 
the Newspaper ad directors favored 
la almost unanimously the optional 


I r nsertion date practice in printing 
the national ads, and nearly all plan 
‘ to prepare more copy and layouts 


l 
im for prospects. Electrotypes or 
ttee stereotypes were preferred to mats 
Bu- by 40% of those replying; 35% 
nate favor mats, and the remainder 
and said it was immaterial what type 
pre- [§ they received. Asked if they would 
be [reject copy which they considered 
1en- §§ inadequate in space used or fre- 


y as Jquency to be “result-producing,” 
nearly all of the ad managers 
answered no. 


Market Studies Under Way 


pups 
ine. For every paper not interested 
ex- [Jin market research, six have al- 
ver- ready begun market studies and 
sen- [—Ithree more will consider such 
studies when manpower problems | 
; for Bare solved. Some ad managers | 
Sen- 9B feel merchandising services should 
Sen- [be continued, and some said they 
been would definitely drop all merchan- 
ifor- Bdising service and would expand | 


eed @ market surveys. 

1 the Earl J. Gaines, Pittsburgh Press, 
estic Bchairman of the PNPA ad- 
> re- Bvertising committee, predicted in| 
ome, Bhis report on postwar retailing | 
lures Bthat prosperity would follow aj} 
ents. Bminor deflation. Consumers will | 
lture Bnot buy the first goods on the) 
ring Bmarket, he said, and stores will 
or 4Bface a selling job amidst keen | 
oun- § competition. 


Acquires Film Studio 

Hollywood Colorfilm Corpora- 
a mation, independent technical film 
a producer, has acquired the sound 
studio and production contracts of | 
Audio Pictures, Hollywood, and} 
will shortly start production of in- | 
dustrial, educational and theatrical | 
films. Films, Inc., international 16 
mm. distributing organization, will 
distribute productions of the en- 
larged company. 


Wi 


(, More key officials in Wash- 
ington read TIME regularly than 

read any other magazine, however 
b.g its circulation. 

\ 2 

| e The members of Congress 
vote TIME the most important 
U.S. magazine that carries 

advertising. 


% For further details write to 


TIME 


9 Rockefeller Plaza, New York 20,N. Y. 


Windsor Takes Sales Post 
Frederick T. Windsor, for the 


past nine years with Firestone | 


Tire & Rubber Company, has been 
appointed assistant sales manager 


of Pennslyvania Rubber Company, | 


Jeannette, Pa. 


Rejoins Redwood Empire 

Phil Hall, on leave of absence 
since the beginning of the war, 
has returned to the Redwood Em- 
pire Association, San Francisco, as 
internal sales manager. 


Coast Utility Woos 
New Industries 


San Francisco, June 27.—To at- tional effort. 


tract new industry to central and 
: on Gas| Copy Exploits Advantages 


northern California, 
& Electric Company 


campaign. 


Batten, Barton, Durstine & Os-|of essential transportation, labor, | 
born has been retained to prepare | power and raw materials, and the | SAN FRANCISCO 
copy and place the color advertise-| accessibility of local and — RUSS BLDG. 


ments in national 


is planning 


publications | markets. 


reaching industrial and financial| Nqmes Booker-Cooper 
reader groups. Number of media} 


| will depend upon space available, 
'while results of the campaign will 


determine length of the promo- Cooper, Inc., Los Angeles. 


35 


Torrance Brass Foundry, Tor- 
rance, Cal., has appointed Booker- 


| diversity of products, availability | SINCE ® 1928 


LOS ANGELES 


Copy will exploit the natural | SIMPSON-REILLYy, LTD. 


to launch a national advertising| advantages of the California area,|]| ‘Publishers Representatives 


GARFIELD BLDG. 
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DONT BEA 


Holland’s 


T" r % 


CLOSE YOUR EYES TO THE 


The South produces 86% of the entire cotton 
manufacturing business—has 77% of the nation’s 
active spindles and 72% of the active looms. It 
contributes 36.4% of the country’s total mineral 
Out-put—has 21.8% of the country’s installed 
horsepower —over 60% of-the total petroleum 
produced and 75% of the natural gas. Developing 
in industrial power and wealth along gigantic 
lines, the South is a land of promise where post- 
war markets will be unequalled. Open your eyes 
to this great industrial empire—plan now to 


reach it through Holland’s, the magazine of today’s 
New South! 


DALLAS, TEXAS 


of the NEW SOUTH 


West Coast Representative. SIMPSON-REILLY, LTD., RUSS BLDG., 
SAN FRANCISCO..GARFIELD BUILDING, LOS ANGELES 


‘ - 5 a 
oot, ae 
a 
or 


a 


Se = y Se ” ‘ ‘ 
PO ; 
Se |_| ; 3 
. he tie. 
I % 
a ae ; ee — , —- iS “ge fous , af Rare rs 
a eS pm | ee — = 
ea. ' * es Sul Be Mn ame » ‘ - a : . e : j = - i es Satie le Re ;. art 
“ 7 7 oe it Pop ARO ak aig a — 3 a} : TOW cuits Se ee: oe, oe ES = Me : : " ae 
7 a a cares : | . a a * oe ar 
j _— : ad 5 a ee ee — <i a Ps gr — e s 
: one ages 7 a ar es . " ; = aa ea #20 ” site ii ae 4 a — - 
a a oe Rete — cg re ie a ee pal + ete Re 
‘i i : ae =f s bs "I . i . ie = cy ss q : i {> Pe. =. = . we . ee * . 2 3 _ 
: ; ; ae P eee ; ie = . ail 2 an ‘ % b rs sa > as ee. - 2 Loe ro ; is #| a 
: ae ann , ~ = et £2 “he 4 a y oe : 
i pee oe oe a site en : oe eS . F ae : a x = 
z © ‘e a “oe ae ae a ee .o" be _- pes -— J > % 
ye = id a — oo ae ae <a + a 
on ; : nts itt a a a 3 ee : peaeoi ra 4 ae ‘ a — eae 2 ie ste ie 
™~ ge «g 7 : ; = = m , peer. ; sede ‘ , af ee $ b a @ ee at ae par 
* as , om : 4 ah ei FIRE ry oe en ne j 4 ee A tae < if ae a 
a Me 5 "sae coun phe F a : . we rsa ee . i. 4 oe , ; 4 oes eet a 
SRE Ce ee og a" 2 4 ; oe 
7 ; ‘ he PS weil v = 3 Bik og ee rf e : S ap: ae 
va br P g a rd s :o* ™ are “5 ies mai ke 
pee an > ee : f ‘ ie € : , .e a aa \ : 
. “A : he . ng tee ¢ ee. 2 aes = : BR? si 
ae: ae — ~~, geil em bel ee : & ees - ‘y oe me ¢ a ae 
_ . Re é inal . vapwrand omen ai a _— an “ees Be a oO 
=a, . ae ae cam a a som a F — iJ re ‘e “os adie 
me one ria a" " , “ << me : ~*~ a sp a a —_ — = . ‘ . — me ae 7 
oie ie * ~ mee + seo tig, Pe. © es see ig ; i ' is i j oF oe * ca is = j 7" #2 
wate “ggg reins EE ie rs an ae “ae ee e ae Bes" m a on # j 3 iii ’ i r 
—_- silat P fs — > | im ' ee - ii 
“a ae ee, pn aa : Me: ian £4 ad p> . “aa ——— “ye < ae. 
— " ee e oS hg has F Be e Pee ah ‘ 43 E = Bee % ra i — ay bs ae ; ae i a ey BS ‘ F ee x: = 
= ie es . Sa i as ey a. ee 
names = ta Pe Axe iif = & ae par pee ; ere Ps Bike ; ities. 2 ide Ee Bae 
a” gs Ae gen es Te og Oe ia 
K es oe ae is ‘i : io ie te ie i oe tak - 
} oe we “— - is a Na on aoe. bears 
‘ Eh deal _ Ey “e Boy — - AE. 5 = he agains 4 an ae 
j a Ms Tee Bg Fe Bee” a , ore a a iy pete aie Ps wake 
7 4 ‘ = aa - a ‘2 i : eS Rh ea a oer it deed ‘ae ae 
Ore Fi i: 2 me =7 Ot ae ar ie i 43 ie ; eS tine : BS 2 =, Sete »4\ a Fe 2 eae ss aes: me > aed eS an ! ie 
a eg ae = ori § . ere j ee c : en ei on . se id Be oct 4 ae ae : a bes 
ae eal: ee R aot re : 2 aa ae + f : Siar oe 3 ; ar x rs e % Se t * ar ~ aa ied | 34 ‘& ; 4 te 
Mera - mY Se es a 2 i ae ; ; : ra al hae x E ao yn ¥ : i ae 
pes =) ees | i Se 5 PR ae i. | od , Sige ie f 4 k en Pat Se) Saxic | fee Sale h*) F 43 ie f - 
nh 5 ie a3 } ie e ae. , ae ie im ie. aa a 45 U ' 25 ee e i s. ie ans cae ae = Ee elie. & F At) be nie a4 Sa a 
LAH eal bed | ae ree re ce Fi ——— _- hl ee: toe Re tae.” as eee is aes ae 5! és Posy ge a oe 
|__| N \ i { Ie ‘ae he. - E e et ae ee “ia ba Boss a ‘Awe pipe a a eer -. here > =e ee eis a 
Ow e ellen aa.  % aca’ 
[4 a Bans a! a a : 7 a : | “ Sa a + | at 
h ail a “Seer Yan. : pis ee raul ae aa sii — wae 
; a “of = j By gs OF GE. see ny aes he +4 2 me cane a ig <a ex me ie 7" rs 
: SI ; X 7 a es Be aa on, pe is re Be me ; a: oe ae a "ht: 2 ais cae eae com 7 ‘ 
| Ca) \ 3 e R é # i + 8 iP z Ber m x bk: ae or = 2 ean . oa | Pea 
C> Ay Sa —— Bases ie ae i” x %, 7 
spe ee, ’ ge eee me ities tis — 
% at Gy, ' the Wipe AW AKE scdiam fon On ee : : 
4 SK Ree e i 4 
~ _ an AW AKENED amare °°" San 
“a e +f to | - ee mes 
we, ; $ og 
age | nl a LY | n g n | : The South, in relation fo pre-war wealth ond "a 
| it 
a Py ° . oe 
a income, has made greater wartime gains ‘Sm 
ue | és than any other section of the country: To- ) 
: : sual 
= day, its wealth ond bv ing power! is still se al 
5d ere 
. a pyramiding- Reaching into the heart of the ae 
aS above average Southern families 'S Hol- sen 
a : lond’s—0nd it exerts O significant influence — 
ras — “ae 
gk im 3 : as . . -_ 
= mn . "a on their thinkin actin and buy!ns: To a 
ual — i im 2a * take your message '° this awakened mar- ‘ 
! P a | BS stn Nd 
' os , ae 
> | = ket, use Holland s, the wideawake medium 
| ee a | @ _ she magazine of today’s New south! Re 
| = | 
5 bist, . Va 4 z 


Aavertising Age, uty 


|tion cost reports for the fish in. HBihe Pub 
dustry are a by-product of price M with “P 
and manpower controls, we fing [J ctory of 
|The commission’s monumenia} 
a five-part series on distribution issue: 
FFFECTIVE BUYING INCOME IN ‘costs was originally to be con. MP quotas a 
cluded with the —n <a y. HB yfocturer 
tising released last November, >y; months 
KV00'S DAYTIME HALF-MILLIVOLT AREA the Coordinator of Fisheries (ay JJ Chairma 
By STANLEY E. COHEN. Washington Edit Ickes institution) came in with gM cc:rect i 
. ee J , Perea cone gveweornn ree not | reauest for data 7 se ogy rg is- @ productic 
by Ch ee ee |be put to work immediately on pees gions neg . x ie 2 * po 
iby ristmas Possible . setting prices an ar Manpowe; plaints \ 
K A NUS ES fe) Washingt J 28 if th new civilian sets, however, be-|in determining essentiality. he says 
free 7 a ‘cae. in rt cause resistors and capacitators} Mr. Ickes got six week ser\ ice J siiered, 
TULSA prem J ith WPB and OPA. there remain a bottleneck, and there is|from the FTC, much of the data MM please ev 
* as compared to lis every reason to believe that|2 feeling that women employes of | being available in material already MB ierials a 
P th . a be new radio receivers the electronics plants would like|on hand for the distribution costs Mehange | 
Entire State of ae ba : ‘i to drop from a 48 to a 44 or 40|series. Two of the five reports on po inte 
neta ‘oS LAHOMA i. bia eee eel dor iMeseegecoer | week. fishing, the first covering the Great I pow. 
OK ios peak ee  Ghauioonae equipment} When civilian radios do go into| Lakes area, and the second, Ney Doings 
| for the Pacific war not withstand. | Production, probably late this|England, are available from the J would-be 
This includes the bonus coun- | ing. 7 /summer, industry people feel there |Commission now. re gee Othe who wal 
ties in Missouri, Kansas, and At present, idle tube produc- will be so much competition that | sections, nS Se eee eee — 
‘Ee RS : _.|everyone would be better off if|lantic region, the South Atlantic MMtions. . . 
Arkansas, making the KYOO market the best buy in OKLAHOMA—truly tion facilities have been ear there are no production quotas|and Gulf States, and the Pacific MM should ir 
a marked for replacement tubes to) — 1, ili To the in-|Coast fishing industries are result of 
Oklahoma's No. | Market. |put the nation’s idle sets back into a acaba aa cometine | process acd a 
‘operation, but cutbacks in Army /@US!Ty sn ‘e@«é paren 
; oes : . "| will keep prices down, OPA skep- | = erials. 
eas been wo have side alice’ or | tically replies that “there is noth- | Bouquet: When advertising peo-9Bkraft pt 
= 50,000 WATTS (000,000 worth of capacity enn 1 008 to prevent competition from oe ye the role ey, hav cee be 
: : ca | : a ee ee ++ | forcin rices below ceiling.” played in carrying war informa. juarter < 
TULSA, OKLAHOMA | foersenc Abe, 8 oe ne _* * « @ . tion messages, they ought not tofM#the thire 
oe ee es aoe ann pate monthly. History: Special FTC distribu-| forget Dave Frederick, who f 
ced a , more than a year has been doing Action 
a truly outstanding job at OW!—number 
x helping advertisers and govern-MMtacular 
ment get along together. Dave ha {Mwas con 
been working conscientiously, andfan agree 
with virtually no recognition whilefM#to accep 
many others above and below him ads for 1 
have come and gone. Men whofffsent as 
have to work with him have only {Mother th 
good things to report. tion, am 
ildi 5 People: Neville Miller, ex-NABJM#Then, a 
The building market in package president, is on the Army-Navy wick-Ba 
|surplus property liquidation staff plication 
| in the Mediterranean and MiddleMMare sux 
| East. William E. Drips, NBC tests, to 
| agriculture director, will be OPAMMtors. Ot 
|radio consultant for rural pro-§§A promi 
¥ —_ , -_ — - grams. . . Eugene Carr, on leaveiCompan: 
t } | from WJR, Detroit, WHK, Cleve-Mstop ads 
4 land and KMPC, Los Angeles t na cle 
; |help the Treasury war financefMoiliness 
: division, goes to WHBC, CantonMfrom Ez 
ME The Architectural 4 and WPAY, Portsmouth, O. Aug. ifdrop use 
& a ‘to direct expansion of the Royfftie-in sa 
A a | Moore chain of stations. Publishe 
f el f 4 | os *« & “abridge 
' ~~ i Talk: The NAB presidency, soon = the 
; | to be relinquished by Harold Ryan conspicu 
wi, | 


has been turned down by “Happy’ 


Chandler (now in baseball); ‘J p°O™P8"y 
ss ; Edgar Hoover, and Ted Gamble poo; 
architects & engineers | (Treasury war finance chief).—, — 
< Ingenuity: When the government wera B 
builders & contractors . | decided to abandon its hemp pro- Books ( 
7 |cessing plant at Union Grove. sell “ 
| Wis., local business men banded¢ : 
realty owners & managers | together, leased the plant on a 10- oe ay 
,month trial basis for $874 fron lene” 
| the Surplus Property Board, to see naaiien ‘e 
| whether they could keep the in- Chicas 
dustry going. Endorsement: Sen-—~.°°8° 
apparent 


,ator Robert F. Wagner has re- 
|leased a letter from Ralph E 
Flanders, head of Jones and Lam- 
|son Machine Tool Company, and 


Natha: 


chairman of the CED research§ Theod 
' | committee, favoring the “full em-flations c 
% ployment bill.” The House post-fpresiden 
: | war committee heard Raymond§New Yc 
te | Rubicam, speaking for CED, ad-§merchan 
a | vocate orderly removal of govern-§Frozen 
re ment controls, at some later date §York, 


| Project: Now that the NAB public 
relations committee has finished 
| its picture book, “Management in 


‘On the Pacific Coast | 
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cooking 
is different 


For instance, whoever heard ot 
| Abalone Nectar except a West 
| erner? And who but a Westerne: 

can step out back and pick ar 
| avocado, or even a papaya? So 
| for news about Western foods 

and how to prepare them, West 

ern women naturally turn to the 
| pages of Sunset... The Maga 
| zine of Western Living. 
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the Public Interest,” it’s toying | Film ‘Coronet’, 


with “Pledged to Victory,” the} 
story of radio’s war effort. 
co °K 1 | 


issue: Industry kickbacks on the 
quotas assigned automobile man- 
ufacturers for the next nine 
months ought to convince WPB 
Chairman J. A. Krug that he is 
correct in avoiding civilian goods 
production quotas whenever pos- 
sible. Obviously annoyed at com- 
plaints which echo from Detroit, 
he says objections had been con- 
sidered, but it was impossible to 
please everyone. Unless more ma- 
terials are available to permit a 
change in quotas, Mr. Krug has 
no intention of touching them 
n 


™ - 


Doings: FCC is hearing from 
would-be television broadcasters 
who want to amend applications 
in line with forthcoming alloca- 
tions. . . Box supply for civilians 
should improve late this year as a 
result of military cutbacks which 
educe the need for packaging ma- 
terials. V-Boxes, big eaters of 
craft pulp and container board, 
have been cut from the second 
juarter 335,000 tons to 300,000 for 
the third quarter. 
us * * 

Action: FTC’s week included a 
number of important, if unspec- 
tacular successes, none of which 
was contested. First there was 
an agreement from Sears, Roebuck 


Sto accept the FTC formula that 


ads for radio sets must not repre- 
sent as tube capacity any tubes 
other than those used for detec- 
tion, amplification and reception. 
Then, a stipulation from Bruns- 
wick-Balke-Collender, to drop im- 
plications that their billiard tables 
are superior, by authoritative 
tests, to the products of competi- 
tors. Other stipulations included: 
A promise from West Distributing 
Company, Long Island City, to 
stop ads which claim that lanolin 
n a cleanser replenishes natural 
oiliness in the skin; agreement 
from Earl J. Kahn, Chicago, to 
drop use of “free’’ in. describing a 
tie-in sale; stipulation from Arrow 
Publishers, New York, to use 
“abridged” clearly and conspicu- 
ously on abridged books, and to 
carry the original title “in equally 
conspicuous type” immediately ac- 
companying a substitute title. 
% tk * 


Decision: WPB’s appeals board 
handed down an emphatic ‘“no” 
when Belmont Books and Giant 
Books, Chicago, asked permission 
to sell “Ribtickler’’ and “Book of 
All Comics,” allegedly printed il- 
legally. “The severe hardship in- 
volved,” the board said of the 
books, which carry the imprint of 
Chicago Nite Life News, Inc., “was 
apparently self-imposed.” 


Nathan Appointed 


Theodore R, Nathan, public re- 
lations counsel and formerly vice- 
president of Blackstone Company, 
New York, has been appointed 


\-Bmerchandising director of Ultima 
\-§Frozen Foods Corporation, New 


Ye ork, 


|. COLLINS, | 
MILLER & 
HUTCHINGS © 


207 NORTH | 


Thortel Appoints F&S&R 


Thortel Fireproof Fabrics, New 
_ Motion Picture Advertising Serv-| cone ae gag oe — he 
ice, New Orleans, has completed | )andle advertising, effective July 
advertising films for General Bak-/|) Business publications in the 
ing Company on Bond bread, | school, theater amd hotel fields 
through Mitchell-Faust Advertis-| il) be used 
ing Company, Chicago, and Coro- | oe) a 
net, through Schwimmer & Scott,|,. . 
Chicago. The Bond films, some in| Lionel Names Biow 
color, will have midwestern and| Lionel Corporation, New York, 
southern distribution. The Coronet | peacetime maker of electric trains 
film, based on a coming “Quiz| and chemistry sets, has placed its 
Crime” article, will have national} account with the Biow Company, 
distribution. |New York. 


Bond Bread Shorts 
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of G-E’s appliance and merchan- 
|dise department in Bridgeport, 


Martin Agency Named 
Charles Eisler Engineering |~— 
Company, Newark, N. J., has ap- Conn. 
pointed George Homer Martin, | 
Newark agency, to place advertis- 


j ; sce © rc Cf iy . (TF ¥, Ctr eae 
ing. Business papers and direct Sepa? % 


- 


q- FILLING- 
APH 


mail will be used. 


G-E Appoints Mullin 

G. E. Mullin Jr., with General 
Electric Company since 1925 in| aa PC Na q gs 
various branches of the company, THE LETTER SHOP, Inc. 


most recently at the Lowell, Mass., 431 8. Dearborn St., Chicago 5, Illineis 


| 


launcher plant, has been appointed 
manager of the farm sales division 


Fitchburg 


Css. 


New England's Gest Secllews 


HEY are New England's hometown sta- 

tions — local enterprises which sup- 
port and are supported by local business 
— have won acceptance in the areas they 
serve. 

There is nothing like a hometown station 
with good network programs and a ready- 
made audience to provide a friendly ap- 
proach and a means of making regular calls 


in New England homes. 


IWSARIWLBZIWTH 


Waterbury 
onn. 


Fail River 
Mass 


Bangor 
Maine 


TeStbeeecr:. | SRAM VRIES 


A Yankee station gives you the direct 
penetration and saturation of the market 
—city and suburban trading zone cover- 
age that takes in every neighborhood shop- 
ping area. 

Yankee's 23 hometown stations, plus two 
FM stations, link together the innumerable 
communities, city and suburban, that add 
up to a total of 2,055,010 radio homes. 


It's real ‘home delivered" circulation. 


pteceptance ¢2 THE YANKEE NETWORK'S Youudatiou 


THE YANKEE 


NETWORK, nc. 


Member of the Mutual Broadcasting System 


21 BROOKLINE AVENUE, BOSTON 15, MASS. 


Represented Nationally by EDWARD PETRY & CO., 


- 
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WMAQ at 74m 


The ''400 Hour,” sponsored Mondays through Saturdays from 7-7:55 AM by 1. orig 


ol 
= the Chicago and North Western Railway Company, recently celebrated its : cinna 
ms ninth anniversary of broadcasting over WMAQ. In 1936 this great railway sider 
oi company wanted to reach the millions of families in the Chicagoland market vile Ie 
to acquaint them with both the suburban and nation-wide transportation n Ne 
facilities afforded by the Chicago and North Western Railway System. cems 


| * c H c A C 0 After a careful survey, the choice was WMAQ—the Chicago station most nd hac 
F Q S T ! n people listen to most. The North Western Railway sponsors Pat Gallichio who on 
S77 recently received 34,000 replies (see inset) as the result of a ten day listener “Nati 
=H reaction poll made by WMAQ. “The At 
. WMAQ—morning, noon and night—reaches the people who listen and . tng 


‘ ° : . opens : ‘heste} 
buy. Information concerning time availabilities furnished upon request. Fighty 


90,000 watts ng 
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Represented by NBC SPOT SALES 
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jhe Creative Wane Corner 


ine of the forms of advertising that 
seoms to us never to have been as popular 
as it should be is the column. 

‘he odd thing about this is that we 
know of no instance where the form has 
been used where it hasn’t been highly 
successful in attracting readers at very 
small cost. Indeed, if memory serves (we 
haven’t the figures at hand) the lowest 
cost advertisements ever measured in the 
newspapers’ Continuing Study were col- 
umn-type ads for Lipton’s tea and Armour 
neat products. The latter, of course, 
were recipe advertisements but with a 
standing head, unvarying layout and reg- 
ular, frequent insertions, they belonged 
ust as surely within the classification as 
Lipton’s humorous, homey paragraphs. 

Obviously, the column - type advertise- 
ment lacks display. It probably is diffi- 
cult to use in merchandising. It may not 
be able to stand by itself. Nevertheless, 
it is possible to achieve in the column a 
feeling of intimacy and plain, informal 
honesty that is impossible in ordinary, 
small space advertising. 

Some time ago we mentioned the CBS 
columns in The New Yorker. They are 
an excellent example. And in The New 
Yorker for June 16 there is another—from 
Capitol phonograph records. It is headed 
“Popular Record News” and signed (with 
one of the column’s unique advantages) 
by Dave Dexter Jr. 


“What makes a hit record? No one 
knows for sure. The tune is important, 
but so is the artist. Teaming a famous 
singer with a top tune from a million- 
dollar film doesn’t guarantee a sock rec- 
ord, even though it’s the surest and safest 
formula over a period of years. Some- 
times an unknown bobs up with an un- 
tried song and produces a ‘sleeper’ hit. 

“Andy Russell was just a drummer in a 
dance band when Johnny Mercer of Cap- 
itol Records asked him to record Besame 
Mucho. Freddie Slack and Ella Mae 
Morse came in from left field to con- 
tribute Cow-Cow Boogie. Stan Kenton’s 
brilliant ensemble attracted attention with 
Her Tears Flowed Like Wine. Clever 

nging, combined with expert musician- 
hip and a refreshing jazz conception, 
atapulted the King Cole Trio to the top 


You Ought toKnow . 


In August of 1886, four newspaper men, 
W. H. Brearly of the Detroit News, J. 
\mbrose Butler of the Buffalo News, J. 
*, Briggs of the Ohio State Journal, 
‘olumbus, and Milton A. McRae, of the 
‘incinnati Post, met in’ the old Russell 
use in Detroit to 
nsider the forming 

an organization 
ich later came to be 
own as the Ameri- 

Newspaper Pub- 
hers Association. It 
ms that the idea 

s that of Mr. Brearly 
nd had been con- 
ived the previous 
ruary during the 
1ual convention of 

National Editorial 
ociation in Cincinnati. 
Che August meeting brought a circular 
November to newspaper’ publishers 
ling for a meeting at the Powers Hotel, 
‘hester, N. Y., on Feb. 16 and 17, 1887. 
hty daily newspaper membership ap- 
ations were received and the con- 
tion held. The American Newspaper 
jlishers Association became an entity, 
h William Singerly of the Philadelphia 
‘ord as its first president. 
nterestingly enough, Mr. McRae, as 

of the founders of both the Scripps- 
Rae Newspapers (now Scripps-How- 

) and the American Newspaper Pub- 
ers Association, never felt that he 

the time that should be given to 

presidency of the latter, though he 

d for two years as its vice-president. 
vas only with the election of W. G. 


W. G. Chandler 


with one waxing—Straighten Up and Fly 
Right. 

“The music biz is studded with similar 
examples. Deserving youngsters still find 
it difficult to be heard; few executives 
will take the time to listen; agents and 


MAC SEMPLON § FIFTH 
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bookers still prefer to deal with older, 
more established talent. But Capitol is 
proud of its discoveries. B. G. (Buddy) 
DeSylva and Johnny Mercer don’t con- 
sider themselves executives; a good por- 
tion of their daily schedule is devoted to 
listening to unknowns. Capitol, as a re- 
sult, will present new discs from time to 
time featuring new tunes, new singers, 
new bands, new standards of fidelity. 

“It’s an extraordinary situation. But then 
DeSylva and Mercer are extraordinary 
guys. The recording industry hasn’t been 
the same since they tossed their faded 
fedoras into the ring just three years ago 
this month. And they're just getting 
started!” 


We're going to be looking, along with a 
lot of other people, we think, for Dave 
Dexter’s next. Meanwhile, next time we 
buy records we are going to look first at 
the Capitol list! 


oe W.G. (Bill) Chandler 


(Bill) Chandler, at the annual meeting 
of the board of directors of the ANPA 
in New York in April, that anyone from 
Mr. McRae’s organization had held the 
office of president. 

Bill Chandler had been another who 
thought that the duties of the president 
of the ANPA were such as not to be 
undertaken until one had time to do the 
job adequately, although he had been a 
member of the board of directors for a 
number of years. Upon his retirement as 
general business manager of the Scripps- 
Howard Newspapers to become a member 
of the advisory board and president of 
Scripps-Howard Supply Company he ac- 
cepted the office of treasurer and later of 
vice-president. 

In the meantime, Bill had labored long 
and faithfully as chairman of the news- 
print committee and had built a reputa- 
tion for both skillful and straightforward 
handling of the problems of this most 
important of all newspaper materials. No 
one can ask a paper mill executive o1 
newspaper publisher about Bill Chandler 
without being answered with a descrip- 
tion that glows with friendship and ad- 
miration. 

This “square guy” characterization is 
probably the reason why, when it be- 
came necessary for the entire publishing 
and printing industry in response to a 
request of the government that they 
select a director of the Publishing and 
Printing Division of the War Production 
Board, Bill Chandler was named unani- 
mously. He served with distinction, to 
resign after the first six months and for- 
mative period of this division 

When the ANPA was being founded, 


Bill Chandler was in the process of grow- 
ing up in Akron where his father had a 
book, stationery and newspaper distrib- 
uting store. The former and the latter 
are of importance because they formed 
the beginnings of two things in the life 
of the son—books and newspapers. Few 
men with master’s and doctor’s degrees 
have any more useful or cultural and in- 
formational education than Bill Chandler, 
although he gave up school and collegt 
to go with the Ohio National Guard to the 
Spanish-American War at 15. He is an 
omnivorous and retentive reader of all 
manner of books and periodicals. 

This growing up process was consider- 
ably accelerated during this war period, 
because the young private took up his 
first real newspaper work and made his 
first financial stake. Although he had 
carried the Akron Press from his father’s 
bookstore at 12, it was as a “war cor- 
respondent” in a Georgia camp, writing 
personals and sending back photographs 
of his Akron and Ohio comrades to the 
Akron Beacon, that Bill first really broke 
into “newspapering’—and an accumula- 
tion of $600. 

At 16 Bill took his first job with the 
Scripps organization as a classified ad 
taker for the Cleveland Press, and his 
further service with the organization 
brought him successively to positions with 
the Scripps-Howard Newspapers, and 
their predecessors, as advertising man- 
ager of the Toledo News-Bee and of the 
Cleveland Press, general business man- 
ager of the Scripps-McRae Newspapers, 
president of the Ohio Group of Scripps- 
Howard Newspapers, general business 
manager of the Scripps-Howard News- 


y/ D) NEWS AND VIEWS OF MAIL ORDER 
he ay-OfF ADVERTISING 


By ELON G. BORTON 


Advertising Director 
La Salle Extension University 


If the test of an ad asking for a direct 
response is whether it leads you to re- 
spond, then the ad reproduced here was 
effective with The Pay-Off. For I an- 
swered it and wrote for both booklets 
mentioned. 

The ad (appearing in Time of June 18) 
is not a typical mail order ad —it lacks 
some proved “hooks.” But it does carry 
much of the atmosphere and tone of the 
booklet advertised—gives an interesting 
foretaste. 

But most advertising men will enjoy 
these two booklets, “The Story of a 
Father and Son or Unscrewing the In- 
scrutable” and ‘‘The Sterling Elliott Fam- 
ily.” I doubt if any of you will lay either 
down until you have finished reading it. 

Obviously put out by the Elliott Ad- 
dressing Machine Company of Cambridge, 
Mass., to give readers a fine impression of 
the company and its products, “The Sterl- 
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papers, and now the positions described 
before—together with the presidency of 
the Scripps-Howard Investment Com- 
pany, and offices and directorships in 
other Scripps-Howard properties. 

Bill’s advertising experience has 
brought him the confidence of the ad- 
vertising profession generally, since he 
has served as a newspaper member of 
the War Advertising Council, the govern- 
ing committee for the Continuing Study 
of Newspaper Reading of the Adver- 
tising Research Foundation, and as a 
member of and vice-chairman of the 
committee-in-charge of the Bureau of 
Advertising of the ANPA. 

The breadth of Bill Chandler’s expe- 
rience in all of the related fields of 
printing and publishing fits him  par- 
ticularly well for the presidency of the 
ANPA. A diplomat and a_ gentleman, 
those who know Bill intimately and af- 
fectionately, (and to do one is to do the 
other)—like the skipper of a clipper look- 
ing at the weather—know that when the 
lips tighten and the jaws set, it’s time 
to batten down the hatches. 

But it hasn’t been all work and no 
play. Bill has a fishing lodge that he 
occupies most of the summer with his 
family and an almost continuous stream 
of invited friends, on an island in Thirty- 
One Mile Lake, up in Quebec. When he 
isn’t fishing or in Washington as an in- 
dustry consultant, or in his office in the 
New York Central building, New York, 
he can usually be found occupied with a 
now more than 30-year-old struggle with 
par at the Blind Brook Golf Club, Port- 
chester. That’s one of the two places 
where telephone calls must wait. 


ing Elliott Family” 
hardly mentions the “i ‘ 
products in its 72 . 
pages. “The story of *, LM 
a Father and Son or Nihal) 
Unscrewing the In- hall 
scrutable” is much HATS OFF, LADIES! 
more of a direct pro- By 
motion piece, but not “The 
objectionably so. 

But no one can S¥ERLING ELMOrY 
read either booklet Fiamily" 
without a feeling that 
the heads of this Bssvusewosneeee 
business are intensely 1 beste ate Why” Bewaase 8 
interesting, human verte Some. ag 
and unusual men a 
and hence the com- : 2 ti i 
pany and product "The Siw A aE 
must be worth con- ork 
sideration. The book- 
lets are fine examples 
of creating a good 
impression of a com- Ge 
pany by telling in a ' 
very human way the 
unusual character 
and experiences of its 
key men. 
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The Eihert Addressing Machine Co. 
147 Aibeny $t., Combridge 29, Mass 


NEW CARS... and Whore They'll Go 


> Not many for the average 


motorist until 1948 - and then 
not half enough - warnd the 
Chicago Motor Clulr 


Each Aymbot. represents 
one million CaOArd produced 


5,000,000 


5000 000 


ded 
= eae 7 1 ¥ ie 
“ 
a a2 
peereees Pali i 
: . or Ffonlar ‘ 
aM . eux! \ 4 
Pa om 3 : ; , a Dorner , r i 
. one room seven The age | tenes ene, a 
BP qu "had nah wed ; 4 ie 
’ a ES 
; Saad kev Leeram| coum oem, Oem oe: : 
mma SLT TE saber rd Boome ee 
hhh os teren menp wn na res her Pee yd | Sorat ee ab sek aes ta ii 
Nyt Se a EES es Preller tm teeta ae 
oO i‘ 
a ; 
4 Bo e Ba 
bs | e 
+ Py ia 
4 res ee Bey. 
2 p PR a 
2) 2y bes: 
= 
: a 
nae 
vw 
ie 
‘a5 
po. 
b= 
“aa 
¥ o 
Root 
od 
Poet 
pa 
et 
Ps. 
s- Serr 
a 
| | wee ew ew we! 
| } , 
& 4 | 
‘a 
| a ee ew ew ee 
|| wa 1 285.000 
| j 
a | — 
12) | 2 3 4 5 Os etsieittietacaliencaaies beatin —— . : 3 , | 
MILLION CARS 0 | 2 3 4 > 6 7 8 7, i HH Ve2 ‘a 
Chicas Motor Club 


40 
CIAA Elects Marsteller 


Wm. A. Marsteller, Edward 
Valve & Mfg. Company, has been 
elected president of the Chicago 
Industrial Advertisers Association. 
Other officers elected were: Vice- 
presidents, Frank D. Ewing, Fens- 
holt Company; Leonard B. Rhodes, 
Lyon Metal Products, and Douglas 
Rader, Lindberg Engineering Com- 
pany, and secretary - treasurer, 
Lewis J. Schanz, Mercoid Corpora- 
tion. 


BAKERY MARKET? 


See Bakers Weekly's 
“Aditorial’’ on page 34 of 
this issue of Advertising Age 


Writers, Four A’s 
Discuss Basic 
Radio Contract 


New York, June 26.—The com- 
mittee on radio broadcasting of 
the American Association of Ad- 
vertising Agencies has been asked 


by the Radio Writers’ Guild to 
obtain authority to negotiate a 
minimum basic agreement be- 


i/tween radio writers and agencies 
or to organize a new agency com- 
|mittee with such authority. 


| quest was that it h 


jwroule be binding upon either the 
Four A’s or any individual adver- 
|tising agency, but that it would 
| review the situation. Another 
|be held later. 

Radio committee members of 
the Four A’s present were: Abbott 
|K. Spencer, J. Walter Thompson 
Company, chairman; Charles T. 
Ayres, Ruthrauff & Ryan; Leonard 
|T. Bush, Compton Advertising; 


Gordon D. Cates, Young & Rubi-|of Sonavox for 
& | New 


cam; Walter Craig, Benton 


vald Beckjorden of the Four A’s. 


} 


The committee’s reply to the re- | Knight, 
ad no authority | Dorothy Bryant, 
ito negotiate any contract which|tary of the Guild. 


|meeting between the groups will! with Ruthrauff & Ryan, Campbell- 


| 
| 


Bowles; T. F. Harrington, Ted! 
Bates, Inc.; Myron P. Kirk, Arthur 
Kudner, Inc.; Lawrence L. Shen- | 
field, Doherty, Clifford & Shenfield, | 
and Frederic R. Gamble and Her- | 
| 

Representing the Radio Writers’ | 
Guild and the Authors’ League of! 
America were: Russell Crouse, 
president of the Authors’ League; 
Richard Rodgers, president of the | 
Dramatists’ Guild; Peter Lyon, | 
national president of the Radio| 
Writers’ Guild; and Howard Lind- | 
say, Goodman Ace, Eric Barnouw, 


Carl Carmer, Sidney Fleisher, 
Stuart Hawkins, Ruth Adams 
Robert Newman = and 
national secre- 


Two Join K&E 


Demarest S. Cassidy, formerly 
Ewald Company and Roy S. Dur- 
stine, Inc., New York, has joined 
the writing staff of Kenyon & 
Eckhardt, New York. Also join- 
ing K&E as a member of the radio 
production division is Orvil An- 
drews, former production director 
Free & Peters, 


York station representative. 


Read by more 


than 900,000 
southern farm 


families. 
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T. IDAY a new 


vitality marks the farm South | 


Advertisers Art 
Council Formed 
to Serve Midwest 


Chicago, June 26.—Formation of 
the Advertisers Art Council, a co- 
operative extension of the service 
for advertising art directors begun 
last year by the National Adver- 
tising Art Center, Inc., New York, 
was announced today by Eric 
Foote, who has been appointed 
director of the Chicago service. 
Both the New York and Chicago 
pranches of the plan, which puts 
art on a business basis, will work 
reciprocally, with Chicago artists 
having their work shown and sold 
through the Art Center in New 
York, and Advertisers Art Council 
showing and selling the work of 
New York artists in Chicago and 
adjacent areas. Besides widening 
the market for the artists, the plan 
enables art directors to view a 
wider selection of talent or com- 
mission works on the spot. 

Mr. Foote was formerly art di- 
rector of Lord & Thomas, New 
York; N. W. Ayer & Son, Phila- 
delphia; American Colortype Com- 
pany, and the Bielefeld Studios, 
Chicago. 

Offices of the council will be at 
360 N. Michigan Ave., where 
samples and other information are 
now available. 


W2X)JT Begins Tests 

Jamaica Radio & Television 
Mfg. Company, Jamaica, L. I. 
has begun experimental operation 
with the opening of W2XJT, op- 
erating on channel 13, 230-236 
megacycles. First video station 
to be in operation on Long Island, 
W2XJT will experiment to dis- 
cover the most effective educa- 
tional television programs. 


Insuline Corp. to Leon 


Insuline Corporation of Amer- 
ica, Long Island City, N. Y., 
manufacturer of radio, automo- 
tive, electronic and aeronautical 
parts and devices, has appointed 
S. R. Leon Company, New York, 
to handle advertising. 
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California Peach 
Industry to Vote 


on 5-Year Drive 


San Francisco, June 26 
large-scale postwar adverti 
and sales promotion campaign, 
which it is estimated as much 4 
$800,000 a year might be collec 
has been proposed for Califo 
canned and frozen peaches in a 


five-year marketing order, 
The proposed order, presen ‘ed 
to A. A. Brock, state director of 


agriculture, at a public hearing jp 
Sacramento last week, also wou 
establish the grade and size 
cling peaches to be delivered 
canning and freezing during 
five-year period, 1945 to 1950. The 
public hearing was requested by 
the Canners League of California, 
the California Canning Peach As- 
sociation (the growers), and the 
Western Frozen Food Processors 
Association, all of San Francisco 

Production of cling peaches js 
increasing and the industry be- 
lieves outlets should also be in- 
creased during the postwar period, 
it was testified. Growers and 
processors would contribute 
equally to the promotion fund for 
this purpose. 

Following a study of the testi- 
mony and data presented at the 
hearing, the order will be issued 
for formal approval of cling peach 
producers and processors, Spokes- 
men for both groups say there is 
every reason to expect approval 
of the order by the industry, which 
includes approximately 2,500 cling 
peach growers and 50 processors 


of 
or 
the 


Resumes Ship News 

The New York Journal of Com- 
merce has resumed publication of 
arrivals and departures of all mer- 
chant ships operating in the At- 
lantic area, following the removal 
of restrictions by the Office of 
Censorship. The paper has also 
published “World Trade Routes,” 
a survey of available vessels, num- 
ber of monthly sailings and port: 
of call on all principal ship routes 


It is available from the Journal, 
(63 Park Row, for 25 cents. 


. a new vitality reflected in 


market which post-war years 


will bring. 


Southern Agriculturist 


which has served this market 


tury . reflects this new vital- 
ity. In its helpful and construc- 
tive pages its editors accent the 
new era in southern agriculture. 


They are part and parcel of it. 


Yes.. 


vitalized farm South is between 


. a true image of the re- 


the covers of this fine old farm 
It will 
profit you to bear this in mind 


magazine every month. 


as you formulate your post-war 


RN 
| 4 | 


selling plans. 
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and the permanently broadened | 
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(ld Gold Protests 


bevived FIC Case 
in ‘Digest’ Claim 


Washington, June 27.—FTC’s 
srocedure of closing cases by stip- 
ylation came up for discussion to- 
jay with a charge from P. Loril- 
ard Company that commission 
taff members were breaking faith 
py reopening without provocation 
an agreement limiting Old Gold 
cigaret advertising claims. 

The Old Gold stipulations had 
peen signed in November, 1944, 
and January, 1945, the firm said, 
after more than two years of dis- 
cussion of charges that are part of 
a series of FTC advertising cases 
nvolving most of the nation’s 
major tobacco firms. 


Considered Case Finished 


According to Freeman J. Dan- 
els, Lorillard attorney, the matter 
was considered closed when the 
frm was asked to accept a supple- 
mental stipulation or show cause 
why a cease and desist order 
to that effect should not be issued. 
Mr. Daniels said the point at is- 
sue is an Old Gold claim based 
on a Reader’s Digest finding that 
Old Golds had lower nicotine con- 
tent than other cigarets. While 
Lorillard had been willing to drop 
ther claims challenged by FTC, 
he explained, it would not agree 
0 discontinue mention of the) 
Reader’s Digest finding. 

Mr. Daniels said two completed | 
tipulations, neither of which cov-| 
red this point, had been accepted | 
y the commission and it was his 
sumption that the matter had 
een completely settled “when re-| 
pondent suddenly found himself | 
ngulfed in a tremendous wave of | 
activity.” | 

Asks New Stipulation 


Mr. Daniels said Richard P.| 
Vhitely, FTC assistant general | 
ounsel, revived the entire matter 
n March with a demand that an- 


jther stipulation, covering the| 
eader’s Digest statement, be) 
igned. 

“In the absence of a showing of 
raud, concealment, change of 


act or law, or newly discovered 
vidence, the commission has no 
buthority to rescind the stipula- | 
ions and to reopen the record,” | 
Ir. Daniels said, in announcing | 
hat Lorillard would contest le-| 
bality of the move. He added the | 
ction “will unquestionably make 
t very difficult for the FTC to dis- 
bose of cases in the future by stip- 
lation.” 

“Why should a business enter- 
rise sign a stipulation which is 


Ly 
cy 
Ay 
Me, 


PRINTING 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 


are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of oper- 


ation. Ad-setting, Engraving 
and Printing ... all under 
ONE roof. Phone or write to 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 2300 


binding on it, but not on the com- 
mission?” he asked. 

Mr. Whitely said he saw noth- 
ing unusual in the commission’s 
procedure. While he admitted, 
when questioned by ADVERTISING 
AGE, that off-hand he could not 
recall a parallel case, he pointed 
out that cases have been reopened 
by the commission after trial and 
that courts frequently reopen a 
case when they do not have 
enough evidence. 

He pointed out that while the 
commisson had accepted stipula- 
tions of fact, it had not made a 


final disposition of the case, or 
issued a final report, a fact con- 
ceded in Mr. Daniel’s challenge to 
the FTC trial examiner today. 

In this case, Mr. Whitely ex- 
plained, certain facts had been 
settled by stipulation, but the com- 
mission found in reviewing the 
material that had already been 
stipulated that one important fact, 
the Reader’s Digest material, re- 
mained a matter of discussion. Mr. 
Whitely said he could see no rea- 
son why the commission should 
not proceed to settle that fact, by 
stipulation or by trial. 


In addition to Lorillard, the 
commission has been hearing cases 
against R. J. Reynolds, American 
Tobacco Company and Philip 
Morris. Raymond H. Beebe, at- 
torney for Reynolds, said hearings 
in its action were completed, ex- 
cept for one witness now in the 
armed forces, but that the case 
would be fought to a finish. 


Dailey Mills Appoints 
Dailey Mills, Inc., Olean, N. Y., 

manufacturer of dairy and poultry 

feeds, has appointed Bermingham, 
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| Castleman & Pierce, New York, as 
its agency. Farm _ publications, 
feed trade papers and direct mail 
will be used. 


STUDIOS e 
1014 LOCUST STREET 
SAINT LOUIS, MISSOURI 
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LDominance 


IS THE 


HEARST 


REWARD OF COURAGE 


A newspaper cannot be hesitant where the 
public good is concerned and still achieve dom- 
inance in its city and field. 


The Chicago Herald-American for forty-four 
years has been fearless, forthright and fair in its 
service to the public good. 


Thus over these years, more families in Chicago 
turned to the Herald-American than to any 
other evening newspaper. 


NEWSPAPERS 


IN CHICAGO 
THE HERALD-AMERICAN 


EVENING AND SUNDAY 


REPRESENTED 


NATIONALLY 


BY THE 


IN NEW 


YORK 


THE JOURNAL-AMERICAN 


EVENING AND SUNDAY 


HEARST 


ADVERTISING 
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Railroad's ‘Coupler’ 
Gives Labor Voice 


To the Editor: I notice in the 
Ad-libbing column of the June 18 
issue of ADVERTISING AGE the 
question: “Does any reader know 
of a house organ which has a 
‘Voice of the Union’ department?” 

You might be interested to note 
from the enclosed issue of the 
Jersey Central “Coupler” that the 
magazine was established more 
than a year ago “as a working ex- 
periment in labor - management 
cooperation. It is a joint enter- 
prise under control of a joint com- 
mittee except for two things: The 
management, which finances the 
magazine, controls the ‘Coupler’s’ 
budget; and the management, 
without suggesting subjects for 
editorials, has the right to review 
them. 

“Otherwise, the committee has 


This department is a reader’s forum. Letters are welcome. 


full power, including such things 
as the right to determine policies 
governing the character of articles; 
the right to review all material 
prior to publication and to exclude 
or, alternately, suggest changes in 
any article, including even those 
of the chief executive officer, who 
established the magazine setup; 
and to make suggestions for im- 
provements and to pass on similar 
suggestions from non-members of 
the committee.” 
RAYMOND F. BLOSSER, 

Director of Information, Cen- 

tral Railroad of New Jersey, 

Jersey City, N. J. 


2 


pair has me hands down. Just 
have a look at the two ads back 
to back on Pages 45 and 46 of the 
June 16 issue of Business Week. 
If you don’t agree, I’d buy an 
extra subscription, if it weren’t for 
the scarcity of paper. 

It’s incredible to me how any 
two sets of people—advertiser and 
agency combinations—could dream 
up two such identical ideas simul- 
taneously and presumably inde- 
pendently to say nothing of the 
full innocent (?) cooperation of 
the makeup artist. 

By all the stars, two such en- 
twined life lines should result in 
a betrothal. 

Palms to both of them. 


TuHos. W. HALL, 
Manager, Advertising & Sales 
Promotion Department, Elas- 
tic Stop Nut Corporation of 
America, Newark, N. J. 


To the Editor: How’s this sheet 


Hands Pat Each 
Other on the Back 


To the Editor: Help! I’m sink- 
ing! Throw out the life line. 

I’ve seen many quirks of the 
makeup man’s fancy, but this 


Ay daha, erty, edt wr ay yASnal 


THIRTEEN 


OUT OF 


FIFTEEN 


The daily newspapers of America — approximately 
1,500 of them —have been competing for the 
Francis Wayland Ayer Cup ever since 1931. The 
personnel of the judges who award the cup changes 
from year to year. The purpose of the cup is 
changeless: an award for excellence in newspaper 
typography and make-up... recognition that high 
readability and a pleasant, comfortable feel in a 
newspaper are desirable from every publishing angle 
— attention, absorption, reaction, response. Natu- 
rally, paper-saving use of type and format was an 
added factor in this year’s judging. 

For thirteen out of the fifteen years in which the 


hand it to him!... 
The hand in each ad is a right 
hand. But how novel to have two 


AP ery; 


Re exceiced 


YEARS 


Ayer Cup has been in competition, the New York 
Herald Tribune has won either the cup or honor- 
able mention. It was the first newspaper ever to 
win the cup . . . the first to take permanent posses- 
sion of it (by being first to win 3 times — in 1931, 
1934 and 1936). Now, having won the second cup 
in 1939, 1941 and 1945, it is the permanent pos- 
sessor of both. 

Fortunately for the freedom of the American press, 
no two of this nation’s newspapers are exactly alike. 
However, for a style which many of America’s news- 
papers have seen fit to adapt, the New York Herald 
Tribune admits to both pride and responsibility. 


Sw TORK - 


Herald Tribune 


wrong. I could never bat in the 
same league with a pious-pussed 
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PALMS UP—Two advertisers show their hands in copy of identical theme in fRure out : 
back-to-back pages of a recent issue of Business Week. towards 

around 1 

: ‘ ; Eel te she But sinc 

from Business Week for doubling| investigation indicates pure co-@ vition n 
up copywriters’ ideas? Looks like| incidence . . . two trains of thought No citi 
the palmist vogue has gotten out| starting a thousand miles apartipm talk 
of hand. and finishing the journey on the plete w 
RUSSELL BYRUM, same track. that cig 

Byrum Advertising Agency, J. V. GILMouR, bosomed 
Denver, Colo. Vice-President, Roche, Wil- Jadvertisi 
— liams & Cleary, Chicago. mean. V 

BR - the oo Chalk it up as an ‘er tious bs 
oddity of advertising! Or, per- Ri npapese PE 
haps, was it a mischievous ma- They Make Swell aw 
chination of a masterful makeup| Saloon Posters, But— looks lik 
man? Anyway, you've got tO) Wo the Editor: Don’t get meg uilding 


the ciggi 
that mig 
—except 


ldifferent ads employing a hand moralist. I roll on the floor and : 7 
for illustration ieeeer’ back to split my sides every ume 'm odes 
back! . . . What are the odds of | Within earshot of a good (?) story Ry “i are 
something like this happening? |1™ @ set-up for that sort of stuff rend if 
Would one in a million be a good But somehow, when I see the same 3 ae: 
gues? brand of lechery falling into head * htony 
CpeL. ArTHUR P. SCHULZE lines and gag-lines of advertising + ft hago 
Camp Lee, Va I get mad. Somehow, the smargg ‘O° US. 
: : double-entendre doesn’t seem ne Se 3 
. hd funny. Somehow, that sort ols busi 
Anniversary Bonds thing seems too much like telling a bles 
To the Editor: Radio Station|@ ditty story in front of teen-asd Gor 
|KWBW celebrated its 10th anni- and sub-teen-age children. Ani in mind { 
versary on the air on May 28 it is just exactly that when the saheos ee 
1945. ’|subtle smut appears in nationally ets as 
| Rather than have a special pro- circulated media. ers for 
'motion just about the station, we lr oo the kind of garbage men are 
decided to go all out with a special he talking about. If you don 
war bond selling auction on the — = just a few disgusting ex. Crame! 
night of May 21, 1945. amples spotted during the last fe Milwat 
Total bond sales were $368,850; ry - : & 
/101 prizes with a value of ap- Paras of all, lets take the ‘so Societ 
proximately $3,000 were given by phisticated cartoon techniqugvr y 
Rukciniethe taneeleniiin. used in the advertising of a cer- To the 
WILLIAM WysE tain oe of — er Inne Socie 
“age “ every instance, each ad is dom:- appe 
| KWBW, Hutchinson, Kan. nated by the supra -mammargpune 11, 1 
| vvry organs of a voluptuous female—g hich “+ 
. at which a carnivorous male gazeq0u wi 
Two Trains of Thought rapturously. Gag-lines lea vagssue to t 
| To the Editor: What a striking|nothing to the imagination — ex The S 
resemblance there is between some | cept a four-letter word. Maybe ig#'sners is 
|people’s children! For example,|is good advertising, but it neveg—sanizati 
/note the William Carter Company |sends me scurrying out to buy thagj promo 
cherubs in May Good Housekeep-| particular brand of razor bladesg~oup or 
|ing and the Milwaukee Road fam-| There must be some more direc{omotior 
ily in the June 16 Liberty. methods of selling this product. #P'0fessior 
| As it should be, the Carter chil-| Of course, you remember thqféssional 
‘dren are clad more luxuriously—/next “horrible example’’—the reqs limited 
'while our client’s babies are|cent full-page, four-color  jobg§#%¢ustrial 
traveling more comfortably. that succeeded in injecting segfmitation 
|The marked similarity of the/|into selling pens and _ pencilsj’! admis: 
| illustration, at first glance, seems| These masterpieces were made tf |S con: 
|to be more than happenstance, but ‘order for the boys in the baci! a mer 
ndustrial 
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ALL ABOARD—Carter and Milwaukee Road babies on toy trains follow ion’t lik 
similar layout pattern, J. V. Gilmour, vice-president of Roche, Williams 's of ol 
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oom, and the accent on the vul- 

4; was too obvious to have been 

wnything less than a studied ob- 

ective. Apologists for ads like 

‘ese Will contend that it’s just a 

sse Of “Evil to him who evil 

inks,” but why monkey around 

» ‘ne muck if selling pens and 

gncils is your primary job? Most 

uccessful ads steer clear of dis- 
yractions, go direct to the point. 

Then there was the hand lotion 

ad \uridly headlined, “The Allens 

tent Us Their Apartment,” depict- 

ing a seductively clad maiden 

icked in a torrid love scene with 

,; handsome young Marine. Even 

minds that ordinarily don’t romp 

sround gutters could not fail to 

get the first-glance connotation of 

this staging—an illicit goings-on 

- is in full swing. I repeat, my nose | 

isn’t blue, but when I saw that | 

ad | was glad that my daughter 

is not old enough to read and fig- 

ure out such tripe. Oh yes, down 

towards the logo, the copy got 

around to selling the hand lotion. 

But since when are promises of 

cition needed to sell hand lotion? 

No citation of the looney license 

'm talking about would be com- 

plete without the inclusion of 

that cigaret series—the  bare- 

R, bosomed beauties that adorn the 


Vil- Mfadvertising of you-know-who-I- 
mean. What connection these sex- 
atious babes have with the mer- 
chandising of cigarets is still a 
deep, dark mystery. To me it 
looks like a lazy man’s way of 

t me building advertisements. Even if 

n the the ciggies were for sale, ads like 

Yussedg nat might not sell very efficiently 

r and —except to morons. 

; I'm Undoubtedly, scores of other 

‘story augh-getters could be cited, but 

stutmnese are sufficient to illustrate the 

peer trend—if that’s what it is. — If it 
head! s a trend, let’s: get rid of it be- 
tisins MOTE the professional ad-haters do 
smart itfor us. Certainly, enough snip- 
mn s are already cracking away at 
rt this business of advertising, with- 
felling@out our asking for any further 
a troubles. Let’s forget about these 
 andgxinds of laugh-getters. Let’s bear 
mo te in mind that advertising is a social 
onallmpeorce as well as an economic force. 
“BLet’s concentrate on business-get- 
whacgee’S for that “tomorrow” we ad 
don't men are always talking about! 

1g ex; ; FRANK T. QUINN 

st fer Cramer - Krasselt Company, 

‘ Milwaukee. 

» so) . #2 

iniqugeociety Doors Open 

a cers To the Editor: The article on 

s. Inghe Society of Industrial Design- 

domie's, appearing in your issue of 

nmarw@une 11, repeats certain statements 


nale-™vhich are contrary to fact. I hope 
ou will give space in your next 


+ gazes | 
eavagssue to this correction. | 
— ey The Society of Industrial De- | 
ry be gners is in no sense an exclusive 
nevesp’ganization and is not intended 
ry th ) promote the interests of any 
bladese'oup or clique. It aims at the 
direc~romotion of the interests of the 
Juct. @rofession as a whole, As a pro- 
or thagessional society its membership 
s limited to active practitioners of | 


p@aodustrial design. There is no other | 

imitation. Thus the requirements | 

yencilsgor admission are drawn as broadly | 

s is consistent with the building 

. baci a membership of professional | 
ndustrial designers. 

Your article implies that J. Gor- | 
Lippincott has been specifi- 
ally excluded from membership. 
t is our understanding that Mr. | 
ippinecott is a business man and 


LO! 


Q ot himself a designer. For this | 
tason only he would not be eli- | 
z: ible. His partner, the late Don- | 
VY 2 Dohner, was one of the orig- | 
3. nal founders of this society, and | 

+) lr. Lippincott undoubtedly has in| 
wl) E — designers who are | 

ligible. 
ele, The Society of Industrial De- | 
Soa igners welcomes applications for | 
‘<as- [/enbership and is extending in-| 
Set tations as rapidly as the quali-| 
“ae tions of applicants are} 
“st stablished. 
va Puitip McConne Lt, 
ing ixecutive Secretary, Society 
— Industrial Designers, New 
on York. 
vgwey | 

ae: Frotests Inability to 

== et ‘Mama Swan’ Names 


= 


To the Editor: In your May 7 
sve was a rather complete story 
xut prize contests and the man- 
ft in which the late “Mama 
vin” soap contest was conducted. 
i n’t like it, and neither do mil- 
; of other people. 
lhe rules of the contest ex- 


empted the officers, employes and 
agencies of Lever Bros., but the 
judges were permitted to take the 
contest and handle it without any 
restrictions whatever. They could 
pay the prizes to their own staff, 
had they wished to do so. The 
published “rules” make this clear. 

The prize-winning names were 
not published as they should have 
been in fairness to the millions of 
other contestants. There are only 
two reasons for withholding the 
winning names: 

1—To enable the judges to pick 
the real winning suggestions and 


award the prizes to people in their 
own organization. In this contest 
the temptation to do this was very 
great. 

2—To avoid the payment of 
duplicate prizes in case of ties, as 
guaranteed by the rules. Refusal 
to publish the winning names 
might save the company a lot of 
money, and also defraud those 
who might have also submitted 
the same names. And it would 
enable the judges to pick the win- 
ning name and award it to a mem- 
ber of their own staff. 


The new Maxwell House coffee | 


slogan was not published, “for 
legal reasons,”’ which do not exist. 

In my Own experience I have 
initiated and conducted 42 prize 
contests with prizes ranging from 
$1,000 upward. The largest was 
the $15,000 contest which I con- 
ducted for the corn products in- 
dustry several years ago. I am 
wholly familiar with prize contest 
technique. When I realized that 
this was liable to lead to a racket, 
unfair and vicious, I dropped con- 
tests. 

I would like to know the Mama 
Swan names that won the first 


| three prizes. 


43 


Neither the winners 
|nor the manufacturers will tell 
'me; they ignore my requests. I 
| have started what promises to be 
a fight. 


Roy B. SIMPSON, 
Simpson Advertising Com- 
pany, Miami, Fla. 


Denby’s Names Agency 


| Denby’s, Troy, N. Y., specialty 
_ shop, has appointed Modern Mer- 
|chandising Bureau, Inc., New 
| York, to handle radio, newspaper 
and direct mail advertising. 


__This is Tolede 


Meet 


American father on the job. 


The Blade is happy to add its 
congratulations to the many which 
Ora Colwell has already received. 
And this, because of his own fine 
record, and also because the com- 
pany he has served so well for many 
years is one of Toledo’s great in- 


dustries. 


The Electric Auto-Lite Company 
is the world’s largest.independent 
manufacturer of automotive elec- 
trical equipment. For more than a 
third of a century it has contributed 
to the ignition system of America’s 
cars, trucks, tractors and boats. 
Toledo people are proud that 
this good town is Auto-Lite’s home. 


Ora Colwell, faithful em- 
ployee of the Electric Auto-Lite 
Company of Toledo. A veteran of 
World War I. Father of two fight- 
ing Marines in World War II. 
Selected as the War Worker Father 
of the Year because he typifies the 


...and this is the TOLEDO BLADE 


“More than a third of a century” is a long span of years which 
covers the major development of the automotive industry. Yet, 
it has been the privilege of the Blade to serve Toledo and the 
Toledo area for three times 34 years—and with a few years to spare. 
Growing all the time, too—not only in size, but in desire and ability 
to do a real “Ora Colwell” job in its own particular field of news- 
papering for an alert and vital and appreciative public. 


TOLEDO BLADE 


One of America’s Great Newspapers 


Represented by Paul Block and Associates 


NEWSPAPERS ARE ALWAYS THE BEST ADVERTISING MEDIUM 
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2, 194 ashi 
: 44 
. were 5-minute shows, and 22 were | Quiz and Give-away Programs on Individual Station. § ‘VW 0! 
10-minute performances. F PROGRAM TYPE OF QUI? ¥ 
1250 Give-aways Wee kly There are three standard types eee Stuy, or 
of give-away shows—the tele- Size of 5 10 15 30 Moh le 
phone question and answer format,| gation Min. Min. Min. Min. Phone Letter Uni Ad 
° 2 the write-a-best-letter-why kind, 100 0 0 1 4 9 3 P % 
ire y a ions and the studio audience or mobile 250 9 12 96 64 127 31 1 
unit man-on-the-street a. oe 500 0 0 1 9 2 0 } l Tk 
- . h week, tabu- best known, and by far the mos 1,000 3 3 36 16 44 8 
$12,500 Distributed fo tia ative tw survey ppg the — 2500 Ps 0 0 0 0 0 : . 
made by ADVERTISING AGE as of |0! WHC varieties wer ; 5,000 1 5 48 35 46 14 96 aia 
Each Week on Local March 15 reveals. And these 237|UP 12 Bao cy Ae 64 Late pF yooerd 7,500 0 0 0 0 0 0 af hoy 
Station Shows stations enrich their ever-faithful th, eee et ig owe & 10,000 0 0 1 4 2 1 wis 
audiences with an average of $12,- While most ‘of the quiz shows 50,000 0 2 9 13 9 5 10 W: r Ad 
, , 530 kly in cash’and merchan-|_. oe —_  <—— eeee — — = hy 
[The radio give-away program x" Sa ee ae 6 22 192 138 232 62 hey 
has grown into a a ce The AA survey revealed that chandise, wth recht | roe ~h.~ FREQUENCY OF PROGRAM aman 
poten § eB pe ‘a y conite- 110 such programs are aired once aan eae accammn shows On Total list are 
co - i 3 / 
versy in radio circles as well as 1 teonggeed gag We gt Bhs pe 270 sponsored programs, for in-| Size of Once or Three Five, Six —— than Eregrais tion, foc 
among advertisers and the public. | 199 take the air five. six or seven| Stance, $6,010 is given away in a ~~ ce or al or ~ on — — eek aig 
To find the facts on ns pc times a week. Eleven programs =< be Be ie in Renee aaa aa P 104 ; 217 gh 
haustive survey, presenting in the |@'@ heard more than seven times |2°°2, ‘go 389 in cash and $1,410 in| _ 500 1 0 2 0 16 ment, 1 
haustive survey, pone sie ng Meg “'€!a week, while one station de- npr ed , 1.000 99 , 27 9 263 iene: 
June 25 issue an analysis sh ian clared that it broadcasts 22 tele- | ™merchan 5 byes H ° ; > ang 
that $1,000,000 a year goes to the phone quiz shows during one day! Small Stations Active 5,000 26 13 48 9 41) Dropp 
Put this article. a detailed analy-| _ Although local give-away shows] Topping the list of gve-Sway| 7/500 0 0 0 0 0 list are 
oe a es ont of{ ate thought of as daytime shows, users are 117 250-watt stations,| 10,000 3 1 1 0 ll care of | 
onl here gen rs ig ged d survey shows that there is! which transmit 717 quiz shows a 50,000 13 3 7 1 70 im stabiliza 
local give-away programs ts Ppre- | little margin between the prefer- week and average a cash and mer- ’ — Po . 
soe eeae eo adcasters bn the merit, |ence for morning or afternoon] ‘handise outlay of $3,181 weekly. 110 45 192 i 1,520 
ions of broadcasters on the merits,| 141s afternoons getting 126 such Sn Liebe comes nent. O cane The ec 
limitations and future of such pro- programs and mornings 125. Eve-|;Yicating that they broade a aan VALUE OF PR i athe 
grams will appear later.) ning quiz performances are not far eee ote Patios rd Pr ene pay entation: —_ sop Bnew in 
By JAMES J. McGUINN | behind, however, coming in 85 4 [Gut $3,040. weekly "io litentrs| sizep Troe’ “Mer cash Fro Mere Cash OY 
s , F * the § 
Chicago, June 27.—The 237 in- : The majority of the shows, 192, peel ge oe cad te Station grams chandise Awards grams chandise Awards Bypich \ 
dividual radio stations which have| are 15-minute shots, but the half- teners to their 267 weekly quiz 100 2 race $ 61 3 $ ps a: country 
telephone quiz shows and money |hour period is popular enough to shows with $3,030 per week. 250 36 $ 137 430 “ “e will “ury 
give-away programs carry a total | rate 138 of the 358 programs listed Of the big boys, the 50,000-watt 500 0 rr eh P. as . B. selves ir 
of 358 such shows and broadcast'in the survey. Only six programs stations, 15 answered they had ete a 1,036 ™ > ™ wee “ol ,) 
ie cad paid cur soi0| S08 25 237 990 64 788 =—-2,526 Mouncil, 
*. 7 . . Ss a 4 St oh eeage 
Stations with Give-aways. and Time of Broadcasts Sah Si ikarett stations 17,500 0 a ge 6 cae a paign; 1 
NUMBER BROADCASTING TIME OF BROADCASTS | with 22 quiz shows a week pay 50,000 9 393 15 93 424 aruba 
Have Had out $88 a week; and both the , Fact she 
Give- Shows, 10,000-watt and 500-watt stations pa Sago | eect 
Size of Replies away But Morn- indicated having three quiz pro- 88 $1,410 $2,389 270 $2,721 $6,010 a 
Station Received Shows  Discont’d ing Afternoon wih es grams. The 10,000-watters eo ies ts 
100 12 4 2 3 2 cast 11 programs weekly and pay . 3 a Wosan:: 
500 9 3 1 1 0 2 watters’ 16 shows week. rewei¢| Henry C. Jones, operator of| The customer division of Gen- uoted 
1,000 82 34 7 20 24 14 $98 to listeners. Only the 7,500-|Jones of Texas, Abilene agency, | eral Electric’s central station di- seen 
2,500 1 0 0 7” = 3 watt and 2,500-watt stations, one|has disbanded that company to/vision has been renamed the elec-§ a 2 
5,000 118 61 7 28 31 30 each of which were respondents,|join C. R. Anthony Company,|tric utility division. The division sg ft 
7,500 1 0 1 iF 8 a carry no quiz programs at this|Oklahoma City, southwestern re-|handles sales promotion among conte 
10,000 10 3 2 1 1 3 time, tail chain, as advertising and sales/electric utility customers. R. VW ta wore) 
50,000 31 15 0 6 9 9 In addition, 30 stations which|promotion manager. Most of the| Beard, formerly manager of sales jlewitt 
; a —— — — — —s now have no give-away programs | agency’s accounts were transferred | of the electric utilities section, will ta hg 
481 237 31 125 126 107 carried them at one time. to Glenn Advertising, Dallas. head the new division. . =» 
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and so does Potluck Party: 
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pverseas 
Gu_pinc A Lity makes no common sense. There's only one practical thing yo 
can add to a great star like Danny Kaye and that is to assure his program ti to 
finest possible bigtime technical production — make sure that every shadig J. Wa 
of his mimicry, his satire, his double-talk comes through the air pure — cea. 
every one of Eve Arden’s sideswipes comes through with an edge on it — . F a 
Pas 
every note of Harry James’ orchestra rides pretty. That’s what KNX facilount, re 
. A : genc 
ties do for the coast-to-coast Danny Kaye Show, and a big bright package. uM. ca 
adds up to indeed, friends. eles offi 


Good things can also come in smaller sizes. Take Potluck Party —our smal 
and tidy participating program. It’s beamed to Southern California alos 
But it gets the same bigtime technical excellence you hear (and don’t he 
on Danny Kaye's opera. At KNX, there is only one standard of producti 
and that standard is the top. 

And how will you have your program? 
have little ones, middle-size ones, big »n# 
The KNX program you choose, whether 
beamed across 48 states or four city blo 
will get the old KNX technical polish | 
mighty helpful, that skill. And now, li 


= about calling us, or Radio Sales? 
LOS ANGELES 
50,000 WATTS 


Columbia's Station fo 
All Southern California 


lr 45TH 


Represented nationally by 0 Sales, the SPOT Broadcasting Division of CBS 
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} World Security’ 
| Added fo Council 
‘Must’ Campaigns 


New York, June 28.—In the first 

formal docket of home front cam- 
pa ens issued since V-E Day, the 

r Advertising Council this week 

li: sted 29 campaigns — seven of 
a ich are ranked as “emergency.” 
New additions to the emergency 
list are campaigns on anti-infla- 
tion, food and home canning, war 
bonds and international coopera- 
tion. Continuing on the emergency 
list are Merchant Marine recruit- 


Age, 


ment, paper conservation and 
salva ge, and “The Job Ahead— 
Japan.’ 


Dropped from the emergency 
list are Army nurse recruitment, 
care of the wounded and economic 


® stabilization. 


Pushes Peace Plans 


The council calls to the particu- 
lar attention of advertisers the 
new international cooperation 
campaign, released at the close of 
the San Francisco Conference, 
which will emphasize that “the 
country cannot ‘go it alone,’” and 
will “urge people to interest them- 
selves in plans for peace and ex- 
press Opinions, pro and con.’ 
James W. Young, chairman of the 
‘ouncil, is coordinator for this cam- 
yaign; Douglas Meldrum, council 
taff manager, and Compton Ad- 
vertising, Inc., volunteer agency. 
Fact sheets, proofs df a series of 
and a free mat 
ervice are being made available. 
The council also emphasizes the 


Mmportance of “The Job Ahead— 


apan,” a campaign being con- 
jucted for the Army, Navy and 


mireasury, for which a campaign 


yuide, OWI fact book, and free 
nat service are offered. H. M. 
Varren, Union Carbide & Carbon 


‘orperation, is coordinator, Evelyn 
3lewitt, staff manager, and J. M. | 
lathes, Inc., agency. 

Primary Campaigns Continued 


In the current docket 14 “C-1” | 


@ Continuing - primary) campaigns | 


rif 


thing y 
gram th 
y shadis 
ie — 

1 it — 

NX facil 
rackage 
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nia alo 
on’t hes 
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big ng 


hether / 
ity bloc 
lish | 


now, h 


pre listed: Cadet nurse recruitment, | 
ar conservation, fat salvage, food | 


mnd victory gardens, ‘food, share 


pnd play square,” “planning, | 
spending and saving,” security of 
ar information, tin can salvage, 
S. Infantry, V-Mail, veterans’ | 
sets, veterans’ readjustment, | 
Vac recruitment and Wave re- | 
ruitment. 
Two new short-term campaigns, 
Which will require intensive sup- | 
ort for a short time, are on the | 
jonorable service emblem and on | 
bverseas Christmas packages. 


to Las Vegas 


J. Walter Thompson Company | 
Ss opening a publicity office at Las} 
fegas, Nev., under the direction 
bf Frank Hagen, to handle the Las 
legas Chamber of Commerce ac- | 
ount, recently acquired by the| 
gency (AA, June 25). Norton 
). Mogge, head of JWT’s Los An- 
eles office, will also handle the 
eccount. A complete advertising 
nd publicity budget will be an-| 
bounced shortly. 


THERE IS A | 
GD 
& 


GO) sicw 
IN DIESEL 


This alert field is going into great 


b cr volume as the months go by 
Is your equipment going to share 
with Diesel Pri 
made market? 


gress this ready 


coverage of 


new market 


ED AND 
ISHED BY 


4} ¥. WADMAN 


l 45TH STREET 


* NEW YORK 19,N. Y 


Karo Adds Promotion; 
Mrs. Dixon Joins Statf 


The magazine campaign now 
running in 30 publications on Corn 
Products Refining Company’s 
Karo-and-sugar packs for home 
canning (AA, May 28), will be 
augmented by a publicity cam- 
paign on tested recipes and meth- 
ods for using Red Label and Blue 
Label Karo, to be conducted by 
Pendleton Dudley & Associates, 
New York. 

Mrs. Hume Dixon, director of 
the Karo Canning Studies, has left 


C. L. Miller Company, Corn Prod- 
ucts agency handling the adver- 
tising campaign, to join the com- 
pany’s public relations staff. 


McClatchy Pension Plan 


McClatchy newspapers and the 
McClatchy Broadcasting Company 
have received Treasury Depart- 
ment approval of a _ retirement 
plan for employes 


mainder of the cost. 


reaching 65} 
years of age. Employes’ contribu- | 
tions amount to approximately 2%, | 
with the company paying the re-| 


45 
Selby to Smith, Bull ‘To Issue CAB Letter 


Robert B. Selby, advertising Cooperative Analysis of Broad- 
manager of the San Francisco|casting has announced a new 
News for the past eight years, has|‘“‘CAB News-Letter” to be issued 
joined Smith, Bull & McCreery as/|periodically, interpreting CAB 
|resident manager of the new San| findings, with a special slant to- 
| Francisco office. | ward marketing problems. 


CHURCH PROPERTY ADMINISTRATION 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 
to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


ADVERTISING OFFICES . 


"s BEST DEPART 


Your best customers vote 


NEW YOR . CHICAGO . BOSTON 


a TIME tops 


7 7 EXAMPLE NO. 4:* the ‘Quality Street’’ customers of 


B. FORMAN COMPANY, Rochester, New York. 

“QUALITY STREET,” to B. Forman Company, one of 
Rochester’s leading department stores, means a select 
group of regular patrons who maintain larger charge ac- 
counts at the store. Recently, Fact Finders Associates, 
Inc., sent to 1000 of these customers a questionnaire asking: 
(1) “What are your first and second choice magazines?” 
(2) “What magazines (all kinds) do you read regularly?” 


The answers showed more first choice votes for Time 
than for any other magazine, regardless of circulation 
(ad-less Reader's Digest excepted), And Time is read 
regularly by more “Quality Street” customers than read 
any other magazine except Life—even those with circu- 
lations 3 and 4 times Time’s. Surveys in other cities, 
other stores, show similar results. 


For throughout the U. S., Time’s million families are a 
“Quality Street” for national advertisers who sell to and 
through department stores. For example, ‘Time families 
spend twice as much for clothing as the average American 
family —and twice as much for electric refrigerators (last 
available peacetime figures). They are the Joneses their 
non-TIMeE reading neighbors try to keep up with. 

When you want to reach these top customers with your 


advertising you'll find their addresses on the mailing sten- 
cils of their favorite magazine. 


*Example No. I, Joseph Horne Company, Pittsburgh... 
No. 2, Rich's, Atlanta...No. 3, Hutzler Brothers, Baltimore 


tops 


PHILADELPHIA e CLEVELAND . SAN FRANCISCO 


DETROIT . 
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THE ADVERTISING MARKET PLACE 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 


“Representatives Available,” 
noon preceding 


and 
Wednesday 


50 cents a 
publication date. 


line, minimum charge $2. 
Display advertisements take 


erms 


cash with order. Forms close 


card rates. 


WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR OTHER AUTHORIZED CHANNELS. 


HELP WANTED 


- : —— | 
ADVERTISING & PUBLISHING | 


All Types of Positions 
Placements anywhere in the 
United States 
WILLIAMS—Personnel 
Har. 2063, Chicago. 
Experienced movie man who can 
organize, produce and handle dis- 
tribution of long-range educational 


GEORGE 
200 S. State St., 


and institutional film program. 
Position open covers complete han- 
dling of extensive internal and ex- 
ternal program by a large, well- 
known national organization. Give 
full experience, age, photograph, 
present salary. Inquiry will be 
confidential. : 
Box 7422, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


WANTED 
TWO ASSISTANT 
ACCOUNT EXECUTIVES 


Must be creative men with ideas 
and capable of writing very good 
copy. 


1. 


One of the men should have ex- 
perience in the marketing of Petro- 
leum Products. 


Would prefer college training. Most 
pleased to consider honorably dis- 
charged service men. 


Please make application complete 
in first letter giving education, re- 
ligion, experience, age, salary 
bracket, photograph and samples. 
No interviews granted until after 
application letter and samples 
have been received. Replies held 
strictly confidential. 


THE 
GRISWOLD-ESHLEMAN 
COMPANY 


Advertising Agency 


Terminal Tower, Cleveland 13, Ohio 


| _ HELP WANTED 


ADVERTISING SALESMEN 


Prefer previous experience general 


industrial trade journals. Consider 


ambitious, interested veterans, be- 
ginners. Salary. Real future. Promi- 
nent company. 

Box 7234, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Two openings with ‘Advertising 
Agency for: 

ACCOUNT EXECUTIVE 
COPYWRITER 
Industrial as well as general mer- 


chandising experience desired. These 
positions hold real opportunities in 
a well-established organization with 
well-known national accounts, 


Also wanted: Advertising and sales 
promotion manager for a prominent 
manufacturer of heating and re- 
frigerating equipment. Correspond- 
ence and interviews will be held in 
strict confidence. 

Box 7408, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il 
Secretary Assistant to agency Pro- 
duction Manager. Must have execu- 
tive ability and production experi- 
ence. To operate production control 
panel. Write in detail — qualifica- 
tions and salary expected. 

Box 7431, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Artist, Designer — counter displays, 
racks, floor stands made of metals, 
wood and plastics—Good renderer 
and letterer with knowledge of 
modern display design. Exceptional 
postwar future. 

Display Guild, 8509 57th Ave. 
Elmhurst, Queens, New York 
COPYWRITER 
Nationally known, medium size mid- 
west agency offers an unusual 
opportunity to a young man or re- 
tired veteran who can create effec- 
tive copy. Give age, education, ex- 
perience, references, and salary ex- 

pected. 

Box 7421, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Ronald Hunt 


COMMERCIAL WRITING 
ROOM 4810, EMPIRE STATE BLDG. 
NEW YORK |, N. Y. ENDICOTT 2-3899 


“Je make avatalle lhe 


mosl modern ly frgrof bic 


SOKUECE CH AMEOWMCE ve+ 


le frotile 


lhe fret 


adver MUG comfuslion 


and beck werk. et 


TYPOGRAPHERS... 


22 EAST CALIMOIS STREET... SUPERIOR 8223 


| HELP WANTED 
| Are You This Account Executive? 
| Somewhere there is an advertising 
agency man with enough years of 
| experience to know what the score 
i ee who wants to put his ability 
|}to work in a small, compact agency 
}of 11 people. This man will know 
|media, originate campaigns, write 
some copy and contact several im- 
portant agency accounts. He will re- 
lieve the agency principals of some 
of their work. He may be 35—he 
may be 53—a seasoned veteran to 
whom new horizons of accomplish- 
ment still beckon. He'll appreciate 
working in Cincinnati. 
If you are this account executive, 
we want to meet you. As the first 
step in that direction, may we have 
your photo and a short resume of 
your experience. This is an oppor- 
tunity that can be truly labeled 
“once in a lifetime.” Address 
Box 7406, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Copywriter and Production Super- 
visor: Opportunity to become ac- 
count executive and increase earn- 
ings. Must have writing ability and 
be able to handle production at first. 
Other responsibilities later as you 
develop. Well established nationally 
known midwestern agency. Middle- 
size city. Brilliant future for right 
man. 
Box 7403, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, [11 


—s POP-NOTCH ARTIST 


Good layout, ideas, some finished 
work, to join staff of progressive 
agency. Submit samples. For ap- 


vointment phone Mr. Fischer, State 
eae 


ADVERTISING MANAGER 
Leading home appliance manufac- 
turer with national sales organiza- 
tion and long record of success 
seeks advertising manager who is 
basically a creative writer but com- 
bines this talent with all-around ad- 


vertising experience. All forms of 
advertising used and sales promo- 
tion is maintained at a high level. 


Postwar program now getting under 
way. Give full details of education, 
experience and salary requirements. 
All replies held confidential. 
Box 7419. ADVERTISING 
100 E. Ohio St.. Chicago 11, 
TWO ARTISTS WANTED 

for Well-Established Studio 


AGE 
Il. 


One should be experienced in me- 
chanical retouching; the other in 
advertising layout, design and let- 


Permanent work is assured 


hourly rates. 


tering. 
at good 


volume of 
and con- 
prospect, 
an excel- 
the men 


With our present high 
interesting, steady work 
siderable new business in 
these openings promise 
lent postwar future to 
selected. 

Detroit Industrial 
510 Francis Palms Bldzg., 

Mich. 


Comics Script Writer and/or editor, 
|}gags or adventure, especially with 
|} juvenile appeal, for magazine or 
newspaper publication. Prefer man 
with some syndication experience 
and a Knack for development of new 
comics features, who is willing to 
locate in Middle West. Position is 
in experimental stage—offers chance 
to grow with the project under the 
sponsorship of a big company with 
other successful publishing activi- 
ties of wide scope. 

Box 7423, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Art Studio 
Detroit 1, 


~— 


_BELP WANTED i 
WANTED 


FASHION COPYWRITER 


For Boston Agency 


advertis- | 


3ecause national fashion 


ing is a major function of this or- | 
ganization, the woman we want will 
key of staff. 
She must have proven ability to write 
State 


let- 


become a member our 


and a knowledge of fashion. 


background and salary in first 


ter. 


7430, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. 


Box 0, 


, a 
ADVERTISING PRODUCTION MAN 
Young, fast-growing Southern ad- 
vertising agency wants advertising 
man. Must be able to create ideas, 
work up rough layouts, write copy, 
and supervise production from 
sketches to completed ad. Must 
have knowledge of imparting ideas 
to artist, selecting art, type, engrav- 
ings, creating complete campaign. 
Real opportunity for right person 
who is willing to grow into the job. 
Starting salary moderate. Write 
fully, giving experience, educational 
background and expected salary. 


Box 7427, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Advertising Sales Promotion Man 
for established oil industry publica- 
tion in Southwest. Must be creative, 
write selling copy and letters, make 
at least good rough layouts. Trade 
paper sales promotion experience 
desirable. Excellent opportunity for 
young man. Give full particulars of 
age, experience, education, salary. 
Box 7418, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ARTIST—Attractive future for high- 


; “, 


REPRESENTATIVE WANTE 
Junior space salesman—Young 
to work under eastern manage; 
of New York office, representin 
established midwest publishing 
Will represent two of the le, 
publications in the engineerin, 
construction field. Excellent « 
tunity for junior representati 
build clientele and increase his 
ing capacity. Salary open. 
giving age, education, exp. an: 
erences, 

Box 7203, ADVERTISING <A: 
330 W. 42nd St., New York 18, 

Detroit Representative Wan; 
New York publisher wants ag 
sive, successful salesman to 1 
sent them in Detroit, Mic} 
Indiana — Either full-time yw 
drawing account against con 
sion, or part-time, commission 
Address John J. Whelan, Hairs 
lishing Company, 1170 Broad 
New York 1, New York. 

POSITIONS WANTED 
Art Director—Advertising 
Broad experience, proven al 
Present salary $8,000. Desires 
tion in N.Y.C. For details wr 

Box 7424, ADVERTISING AC): 

100 E. Ohio St., Chicago 11, |) 

ADV. MGR. OR ASST. 
AVAILABLE 


25 years with major advertiser 
industrial agencies. Sales produ 
literature, direct campaigns, many. 
als, house organ, publicity, pro: 
tion material. Wide technica! 
perience, machinery, tools, aut 
tive. Midwest or southwest. 
Rm. 517, 4526 Sheridan Rd., Chir 
Copywriter for Gen’l Accts. 
of copy that clicks. . 
white, magazine, dir. mail. 
home furnishings, fashion, 
products. Dept. store, m.o., 
show experience. 

Box 7429, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, !1! 
Available: Advertising Space Sales. 
man, Outstanding successful sales 
record with trade journals and newspa- 


ig 
Creator 
black & 
Knows 
beauty 
trade 


pers. Great capacity for work. Ca: 
write and layout copy. Wishes t 
represent, in Michigan, established 


national trade journal or newspaper 
group. Thorough knowledge f 


ly creative layout man who can also 
do some finished work. Adept in 
up-to-date techniques on varied line 
of advertising. Small, pleasant, well- 
established studio in gateway city 


to summer resort country. 
Box 7428, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


ART DIRECTOR 
One of the South’s outstanding 12- 
year-old agencies with unlimited 
postwar plans requires competent 
all-round artist who wants to set- 
tle down and go places in Tomor- 
row’s World. Here’s a place where 
your vision and imagination will 
have full sway. Ideal working 
conditions. Must be good artist and 
have executive ability. Immediate 
opening. Permanent. No postwar 
replacement. This position is wait- 
ing for a man who wants a life- 
time opportunity and who is capable 
of recognizing it when he sees it. 
No prima donnas. Write fully, stat- 
ing salary requirements. Don’t send 
samples until requested. We'll take 
care of them carefully. Here’s the 
position you have probably dreamed 
about. Write or wire: 
Box 7432, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 
ARTIST—SPARE TIME—CHGO 
Man or woman to draw Ripley-style 
newspaper feature. 
important than ability. 
returned. 
Box 7425, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Il. 


All samples 


PRESTIGE thru 

SERVICE in 

OKLAHOMA'S 
MAGIC 
EMPIRE 


In Cooperation with 
THE AMERICAN 
LEGION 


Touring Eastern Oklahoma each 


week with a Vital Message and 


a forceful appeal to listeners. 


CBS: 


FREE & PETERS 
National Representatives 


Experience less | 


Michigan adv. agencies and indus. 

trial accounts. Highest references 
Box 7426, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I)! 

; MISCELLANEOUS 

Have your survey taken in Harris. 


burg. Pa. or Central Pennsylvyar 
by capable, efficient, reliable, ey 
perienced research personnel. No: 
too small nor too large. Writ 
EBERLE RESEARCH BUREA 
1018 Girard Street, Harrisburg, P 


2-6861. 


or Phone Harrisburg 
Will pay $5 for “alphabetical firm 
name section” of Thomas’ register 
of American Manufacturers, § 1%4) 
edition, in usable condition. 

Box 7420, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, I) 


| New York Adclub 


Names Committees 


Allan T. Preyer, president 0! 
the Advertising Club of New York 
has appointed the following com- 
mittee chairmen for 1945 - 46 
Frank A. Conolly, merchandising 
manager, Oakite Products, chai 
man, admissions committee; Her- 
bert L. Stephen, news edito! 
Printers’ Ink, reappointed chair- 
man, advertising and selling cours 
committee; John H. Ryder, presi- 
dent, Norm Advertising, Inc., re 
appointed head of the job finding 


forum, and Capt. H. Gordor 
Smith, chairman of the new vet 
erans’ guidance in _  advertisin 
committee. 


Also, John W. Darr, president 
Institute of Public Relation: 
chairman, war activities counci 
A. M. Sullivan, advertising mar! 
ager, Dun & Bradstreet, reap 
pointed chairman, public speakin 
course committee; Maurice Pere 
les, president, Foreign Advertisin 
& Service Bureau, renamed hea 
of international trade committeé 
John A. Zellers, vice-presiden' 
|Remington Rand, head of th 
finance committee; H. J. Kennel 
| Better Business Bureau of Nei 
York, chairman, better busines 
bureau committee; John A. Wi 
|kens, Sweeny Lithograph Com 
| pany, chairman, graphic arts com 
|mittee; Horace H. Nahm, pres 
| dent, Hooven Letters, Inc., hea 
|direct mail committee, and 
| Stanley Kreutzer, Kreutzer, H 
‘ser & Selman, chairman, pt 
affairs committee. 
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Heads Appliance Sale: 
for General Mills 


| William A. MacDonough, 4 
count executive of Jam Handy 
ganization, Detroit, since 1942, 
joined General Mills, Inc., Mi: 
apolis, as sales promotion man 
of the home appliance divisior 
| Mr. MacDonough will d 
merchandising and promotion ! 
the home appliances General J\1! 
plans to manufacture in its 
chanical division plant after c 
pletion of war contracts. 
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Poll Reveals Buying Plans 
of Postwar Consumers 


Cnly one in 10 wives expects 
ner family to cash in its war bonds 
‘or home appliances, automobiles 
or nome purchases. The possession 
¢ war bonds will tend to give 
vace earner families more con- 
gdence in spending generously out 
of ‘heir current income and to in- 
cur instalment obligations. These 
points are brought out in a survey 
made by Macfadden Publications, 
Inc.. and published in “The Wage 
Earner Forum,” which it sponsors. 

Wage earner husbands, asked 
to designate whether they would 
pay cash or buy on the instalment 
plan, gave the following re- 
sponses: For instalment buying of 
homes, 57.4%; autos, 51.4%; re- 
frigerators, 35.5%; washing ma- 
chines, 31.1%; furniture, 30.3%; 
improve home, 29.4%, and radios, 
93¢,. For cash purchases of radios, 
48.6%; furniture, 46.2%; washing 
machines, 42%; improve home, 
42%: refrigerators, 38.2%; autos, 


'the automobile or the fixed wing | 


+ oP 97.1%, and home, 15.6%. 
v¢ aD * ok * 
trade 
a With publication of ‘“‘An Invita- 
gi tion to Become a Leading Busi- 
Salea{eness Man,” a plan to attract war 
sales veterans to a career of advertising 
ewspa-Mand selling has been inaugurated 
K &*"Bby the Sales Managers Club of 
lished |@Hartford, Conn. 
spape The foreword of the eight-page 
{© yu. foooklet sponsored by the club de- 
nces clares that “the man who chooses 
GE, f§salesmanship and advertising as a 
career joins the most important 
sroup in his country’s economy, 
jarrissBeceives on the average more 
he noney than the members of any 
Ne ther group, has a greater oppor- 
WritBtunity for advancement and has a 
= 5 vider choice of specific activities 
han anyone else.” 
al firm Xk 1 1 
aa ‘4 Many railroad coach builders 
i. lan to have ultra-violet tubes, 
oT hich emit bacteria-killing rays, 
nstalled in their coach air ducts, 
‘. W. Flood, manager of Westing- 
iouse Electric’s lamp division, re- 
ealed last week. | 
The invisible rays destroy air-| 
ent rne and surface bacteria, vir-| 
y Yorkfuses and molds, one demonstration | 
> com-Mproving that the lamps _ killed| 
5 -46:95% of all bacteria passing 
ndisinggMhrough an auditorium air duct. 
chair-JAt present many war plants and 
; Herfharmaceutical laboratories have 
1itor—hese lamps in their air ducts. 
chait-@ In refrigerators they retard mold 
‘cours#@rowth on meat and vegetables 
_ presiffind prevent shrinkage and spoil- 
nc., reMmge. 
find x oe * 
Gord _ . ae 
ae ve Seen as postwar competitors to 
etisis he large chain supermarkets are 
© ndependent “superettes,”’ the new- 
esidentie’’ major development in the food 
lations listribution field. According to 
con harles Donnelly in the “New 
g mai ork _ Times,” “superettes” will 
rea pen in hundreds of large cities, 
peakin ill carry a complete line of foods 
> Pere ncluding dry groceries, meat, dairy 
ertisin roducts, fish, fresh produce, 
4 hes rozen merchandise, baked goods, 
smitteé te... and will have all departments 
esidengender One roof. : 
of. th Frozen foods and extensive use 
Kennet prepackaging will enable the 
of Net nerchant to handle and display his 
busine 
A. Wi 
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Within five years of V-J Day 


| helicopter buses carrying 12 to 15 


people will be entirely feasible, 
Igor I. Sikorsky predicted recently. 
He added, “It will never replace 


airplane, but it can do things 
which no other airplanes can do, 
and within its class the possibili- 
ties are almost unlimited.” 

James Viner. Sikorsky’s chief 
test pilot, declared, “The long- 
range effect of the helicopter may 
be to shift airports farther away 
from the center of the cities, 


where land is available in suffi- 
cient area and at low cost. 
viously, larger airports will be 
needed to handle the larger and 
faster transports.” 


Adclub Elects 


Wendell L. Patton, Patton’s 
Photo Supply, has been elected 
president of the Advertising Club 
of Grand Rapids, Mich. Also 
elected were H. E. McNeal, dis- 
trict manager, Shell Oil Company, 
vice-president, and A. Wm. Hon- 
ecker, Franklin Fuel Company, 
secretary-treasurer. 


Hennessy to WQOXR 


Rita Hennessy, former radio di- 
rector of the New Orleans office of 
Anfenger Advertising Agency, has 
been named sales promotion di- 
rector of WQXR, New York. 


Ob- | 
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For 16 Years— 


County Agents, Vo-Ag Teachers and 
Extension Specialists have read Better 
Farming Methods for the same rea- 
son you are now reading Advertising 
Age —It's their business magazine. 


x 


BETTER FARMING METHODS 


(Watt Publishing Co.) 
MOUNT MORRIS, ILLINOIS 
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<\e Furrier yj. 


Counts His Persian Lam 


bs 


INSIDE DETECTIVE - FRONT PAGE DETECTIVE Dell Publishing Company, Inc., 149 Madison Ave., New York 16,N. Y. 


World's largest publisher of fact-detective magazines— and detective mystery books, featuring Agatha Christie, Dashiell Hammett, Helen Reilly, Carter Dixon, Ellery Queen and other noted writers 


When our furrier went to bed he 
probably counted Persian lambs in- 
stead of the more prosaic sheep. 
He was, in a way, playing both ends 
against the middle with 2,000 Per- 
sian lamb skins and he was worried. 

His insurance company was in- 
vestigating his claim for $20,000 
for the alleged loss of 2,000 skins. 
His books, however, revealed that 
only 60 skins were missing and he 
insisted that his employees had 
robbed him and doctored the books. 


A patient check of numerous past 
employees finally uncovered one 
whose estimation of his erstwhile 
boss was minus-zero. 


He’s a crook!’ he said bitterly. 
‘He's a wholesaler but he sells coats 
at retail to avoid the federal tax and 


somehow covered it up when that 
government inspector showed up.” 


Prying into that angle, the in- 
vestigator found that the govern- 
ment man, a shifty individual, had 
also found only 60 skins missing 
and fined the furrier $200 instead 
of the $4,000 he would have had 
to pay if 2,000 were gone. 

“Now why,” mused the investi- 
gator, “would our suspect falsify 
his records to save a paltry $3800 
if by so doing, he would jeopardize 
his chances of collecting $20,000 
on his insurance? Or are his em- 
ployees crooks ?” 

The inevitable break came when 
an assistant of the investigator fer- 
reted out the fact that the furrier’s 
broker had bragged that his client 


This is the kind of true detective story that impels 1,097,940 
men to buy Dell Detective Group monthly. Crime detection 
is their hobby and Dell Detective Group is its foremost inter- 
preter. They are an important market —a cross-section of the 
urban male audience—for any product that appeals to men. 


DELL DETECTIVE GROUP 


had saved $3800 by bribing a col- 
lector with $500. 


Confronted with this fact the 
claimant admitted everything. 

“But why,” said the investigator, 
“didn’t you prepare an extra set of 
books showing 2,000 skins missing 
for the insurance accountants? If 
you had, you'd have probably col- 
lected another $20,000.” 

“I did have two sets of books 
ready,” replied the furrier, “but 
after I bribed the collector, 1 guess 
I just got scared to go through 
with it.” 
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48 - ssiiie Adve? 
= ling later as ad manager of the Ld ‘ ’ 
Forand Elected Ne F Harriet Raymond | firm’s plastic division, she _— ap- Fight Employe Do1 
Paul Forand, Plessisville Foun- . | pointed to her present position, in - 
dry, Montreal, has been elected Receives Snapp |which she has charge of plastics Rule on Carriers Ma 
a director of ae ge A d and rr] eae when 2 Louis Juce S1.—A ca: 
Association of Montreal, repre- the Celluloi orporation was . “js he : ia 
senting the French-Canadian Adwoman war merged with the Celanese Cor- oe age a yd on Cat 
membership of the organization. 7 Chicago, fume, pipe te _E. poration last year. here as the three local dailies - 
fete of he Colenens compere: Other Awards Presented ggg Ma cree ay eed - aa 
Bengal Appoints JWT ‘tion of America, New York, today| Honorary awards were_pre- ad Mend tn Semen wit, ce ne oe 
J. Walter Thompson Company, | received the Josephine Snapp| sented to Spar Lt. Lea A. Burke, jesuet “utetea” vols @f ties. anes 
New York, has been appointed to| Award, the ninth person to win| district personnel procurement of- carriers. and m 
handle the Province of Bengal’s|the award made annually for the) ficer, Ninth Naval District, Cleve- The NLRB has ruled that :jejq sands « 
food and fuel rationing campaign. most outstanding contribution to| land; Betty Green, fashion editor carriers are employes of the n “@@ is prin 
advertising by a woman in the|of Parents’ Magazine, who is also paper, whereas all local dali Mon’ 
United States during the previous|‘“‘Nancy Pepper” of Calling All have formally advised the boargi Sears, 
/ Fa et at year. . Girls; Mary Tucker, promotion di- and the carriers that they refuse other | 
The fal> ki.2:|ol=1 The award, a memorial to a|rector, Charm; and Marjorie Child Harriet Raymond to accept this change in traqj.[m off, be 
former president of the Women’s | Husted, director of the home serv- tional status. A relationshi: most ¢ 
AUTOMOTIVE SERVICE INDUSTRY _P : : of 
is entering the most prosperous period Advertising Club of Chicago, was | ice department, General Mills. wholesaler and independent 1er- will pr 
in its, history. Cover this market presented to Mrs. Raymond on be-| Judges of the competition re- chant has always existed between ff ™@!' | 
thoroughly with Automotive Digest. half of the club by Charles E. ported that advertising material, newspapers oma carriers, the me books 
VOLUME COVERAGE® | |Luckman, president of the Pepso-| campaigns and programs entered |pers insist, and have warned that 10g 's 
dent division of Lever Bros. Com-/in the contest from all parts of appeals will be taken to the court; Hall F 
7” x 10” PAGE SIZE |/pany, one of the judges. The/the country were of outstanding to further define this status. (m doubtec 
LOWEST COST aan ea Sane StS TO ae eee Sees See necessary. the fo 
meeting of the club. of progress made in the profession ie cece panies. 
Write for Market Study Mrs. Raymond entered the ad-| by women during the past decade. P H. P 
ae vertising field during the depres-|In addition to Mr. Luckman, Fawcett Issues Digest Haan 
AUTOMOTIVE 10} ¢] RY Me | Sion when she became assistant to judges were Bruce Barton, presi- Fawcett Publications, Inc.. has siderab 
si . : the advertising manager of the|dent of Batten, Barton, Durstine issued the Fawcett Digest contain.jm "tune 
Cincinnati 10, Ohio Celluloid Corporation. After serv-|& Osborn; Helen Holby, club con- Marjorie Husted |ing a selection of representativeme 10 day: 
tact director, Advertising Federa- material which has appeared ine ment is 
tion of America; Donald D. Davis, various Fawcett monthly maga-—m ¢flect o 
vice-president, Minnesota-Ontario zines during 1944. The Digest jg in ther 
Paper Company, and Louise Tay- printed in full color and runs tom ized pl 
ak mein vice-president, Young & 164 pages with illustrations. + 
ubicam. ime, 
Speakers at the luncheon in- To ‘H B tiful’ ently st 
cluded Father Joseph O'Callahan, o mouse Deautiiu by the 
senior chaplain on the U.SS. Richard G. Warner, recently re. dict th 
Franklin, and Stanley High, asso- leased as an air forces major strike v 
ciate editor of Reader’s Digest. after three years’ active duty, ham July is: 
been appointed sales promotion egg 
director of House Beautiful. Pre.fBnelley « 
viously he was account executive getting 
| Export Club Elects Mary Tucker Lt. Lea Burke | with Louis E. Wade, Inc. For work f 
E. E. Baird, president, Ernest E. Wayne, Ind : ‘Bas full 
! |Baird & Co., Chicago, has been ‘ G of Life 
| |elected president of the Export |Cutler-Hammer Elects : — the 
; |Managers Club of Chicago. Also G. S. Crane, formerly vice- Lindeman Is Publisher ” Bew 
elected were: J. L. Cunningham,| president in charge of sales and C. B. Lindeman, acting pub-Mculty w 
general manager, Borg-Warner In- engineering of Cutler - Hammer,|lisher of the Seattle Post Intelli-fthough 
ternational Corporation, 1st vice-|Inc., Milwaukee, has been elected|gencer, has been appointed pub-fBuled fo: 
president; Charles I. Horowitz, president. He succeeds F. R./lisher, succeeding Lt. Col. Johnffissues Fb 
export manager, Gibson Refrigera- Bacon, founder, who becomes) Boettiger, who, with Mrs. Boet-Missues. 
tor Company, 2nd vice-president,|chairman of the board. P. S.|tiger, an associate editor, has re-—the two 
and C. C. Coldren, foreign trade| Jones becomes vice-president in|signed to enter business in thelfin suffic 
counsel, secretary-treasurer. charge of sales. Pacific Northwest. enable ' 
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Donnelley Strike 
Mars Mail Order 
Catalog Plans 


(Continued from Page 1) 
completely unionized Cuneo plant 
cannot get any of the Aldens cata- 
log out, this despite the fact Al- 
dens itself is an AF of L plant 
and may have to discharge thou- 
sands of workers unless its catalog 
is printed. 

Montgomery Ward & Co. and 
Sears, Roebuck & Co., on the 
other hand, are said to be better 
off, because Donnelley turns out 
most of their catalog pages and 
will probably be able to bind and 


mail out at least abbreviated 
books. Spiegel, Inc., whose cata- 
jog is handled entirely by W. F. 
Hall Printing Company, is un- 


doubtedly in the best position of 
the four large mail order com- 
panies. 

H. P. Zimmerman, president of 
Donnelley, said today that a con- 
siderable number of workers have 
returned to their jobs in the past 
10 days. The lithographic depart- 
ment is fully manned. The worst 
effect on publishers, he affirms, 1s 
in the refusal of printers in union- 
ized plants to work on jobs tied 
in with work done at Donnelley. 

Time, Inc. magazines appar- 
ently still are seriously hampered 
by the strike. Union officials pre- 
dict that the full effect of the 
strike will not begin to show until 
July issues of the magazines are 
printed. They. contend that Don- 
nelley cannot, without constantly 


EUGENE O. SYKES 


getting four-color and other press- 
work from other printers, print | 
as full copies or as many copies | 
of Life and Time as it has since| 
the strike began early this month. | 
Few agencies reported any diffi- | 
culty with Time or Life ads, al-| 
though some said that ads sched- | 
buled for appearance in particular | 
issues had been shifted to other | 
issues. Except for June 11 issues, | 
the two magazines have been out! 


in the—fin sufficient numbers of copies to| 


nable Time, Inc. to maintain its 
rates. A refund will be granted 
idvertisers for the June 11 issues, 
vhen the print order fell below 
he guarantee. 
Nicholas Di Pietro, head of the 
®triking unions, told ADVERTISING 
Ace today that affiliated unions | 
n New York are being contacted | 
regarding plates needed for the| 
rinting of some 7,500,000 copies | 
f Reader’s Digest turned out in} 
astern plants. Since Donnelley | 
rints some copies of that maga- 
rine, Mr. Di Pietro asserted, there 
s a distinct possibility the maga- 
rine will be seriously affected 
ater, 
Meanwhile, Hotel Monthly’s de- 
ayed June issue has been com- 
leted by Donnelley and National 
Provisioner, which dropped some 
hds earler, is this week about on 
kh normal schedule. 


arketers Elect 


Prof. George Brown, school of 
usiness, University of Chicago, 
las been elected president of the 
hicago chaptér, American Mar- 
eting Association, succeeding J. J. 
lartin of Henri, Hurst & Mc- 
onald. Other officers are: Ist 
ice- president, Stanley Womer, 
ndustrial Surveys Company; 2nd 
lce- president, Robert Elrick, 
uaker Oats Company; treasurer, 
liam Kier, Libby, McNeill & 


ibby, and secretary, James 
Pangenberg, Quaker Oats Com- 


any, 


pencer Lens Merges 

Spencer Lens Company, Buffalo, 
bsidiary of American Optical 
Ompany, has become the scien- 


instrument division of the 


arent company. In _ connection | 

the move, the company has | 

‘d “Three American Micro-| 

e Builders,” tracing the his-| 

'. of the American optical in- | 
ry and some of its pioneers. 


3lond Names Roemer 


ster H. Roemer, for the past 
years assistant sales manager | 
t. K. LeBlond Machine Tool! 
mpany, Cincinnati, has been ap- 
nted New York district man- 

with offices in the Singer 
ding, 149 Broadway. 


Washington, June 26. — Eugene 
O. Sykes, 68, one of the original 
five members of the FCC and 
first chairman of the group, died 
here June 21, after an illness of 
several months. 

Born in Aberdeen, Miss., Mr. 
Sykes served on the Mississippi 
supreme court bench from 1916 
to 1924. When the Federal Radio 
Commission was formed in 1927 
under President Calvin Coolidge, 
Mr. Sykes was named to the group 
and chosen vice-chairman of its 
first meeting. He handled much 
of the early radio legislation on 
station licenses and the division of 
broadcasters into national, regional 
and local classes. In 1939, he re- 
signed from the FCC to return to 
law practice in the District of 
Columbia. 


B. G. ERSKINE 


Emporium, Pa., June 26.—B. G. 
Erskine, 62, chairman of the board 
of Sylvania Electric Products, Inc., 
and a pioneer in the radio tube in- 
dustry, died at his home here June 
24. At one time in charge of 
Pennsylvania lamp plants for Gen- 


skine operated his own 
manufacturing firm, which was 
merged with Hygrade Lamp Com- 
pany in 1931, 
president of Sylvania. He was 
named board chairman in 1943. 


FRED A. DEMMIN 


Wichita, Kan., June 26.—Fred 
A. Demmin, 49, sales promotion 
manager of the McCormick-Arm- 
strong Company for the past three 
years, died at his home here yes- 
terday following a heart attack. 
He was formerly a partner of the 
Mid-Continent Engraving Com- 
pany here. 


C. A. PACKARD 


Detroit, June 28.—Cyrenus A. 
Packard, 51, a partner of the 
Packard & Neff Advertising 
Agency, died here yesterday. He 
was vice-president of the Grace- 
Holliday Advertising Company, 
New York, before coming to De- 
troit in 1928. 


HERBERT J. WINN 


Rochester, N. Y., June 28.— 
Herbert J. Winn, 75, who was 


eral Motors Corporation, Mr. Er- 


president of the Rochester Print- 


lamp/|ing Company, 


when he became} 


which 


|to 1928 published the Democrat 
|& Chronicle here, died yester- 
day. 


man of the board. 
SHELDON R. COONS JR. 


Reynolds Coons Jr., 


Better Business Bureau of New 
York, was killed June 8 when the 
Army plane in which he was fly- 
ing the first leg for a furlough 
with his family crashed near Llan- 
bedr, Wales. A sergeant in the 
8th Air Force, he enlisted in 1942 
at the end of his sophomore year 
at the University of North Caro- 
lina, 


Cigar Makers Appoint 


Edward J. Regensburg, treasurer 
of E. Regensburg & Sons, New 
York, has been named president 
of the Cigar Manufacturers’ As- 
sociation of America, Inc., suc- 


ceeding Alvaro M. Garcia, presi- 


Mr. Winn also served for many 
years with the Taylor Instrument 
Companies, of which he was chair- 


New York, June 27.— Sheldon | 
23-year-old | ae 
son of Sheldon R. Coons, business| typography and format revisions 
consultant and president of the} are scheduled. 


49 


from 1921|!dent of Garcia y Vega, New York, 


who has resigned after eight years’ 
service as head of the organiza- 
tion. 


Buys Fairport Paper 
A corporation headed by G. 
Curtis Gerling, publisher of the 


Rochester Sun Shopping News, 
has purchased the Herald-Mail, 
Fairport, N. Y. No change in 


management is contemplated but 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands daily — each copy read 
by many, and passed on from shift to 
shift — each copy working 24 hours daily 
to bring you coverage of today's best- 
spending customers . . . 100,000 readers 
dally! 


x * THE x x 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


GA 


rc 


~ 


‘ 
oy 


lt is typical of The Oregon Journal's understanding 
of the needs of the community that it should have a 
garden editor who has his ear to the ground when 


it comes to finding o 


typical of The Journal te have its entire staff keyed 
to Portland's tastes in newspaper extras! Whether 
it's the latest foreign, 
want... or homely, important advice about how to 


hoe a straight row... 


when they turn to The Journal. No wonder The Journal 
is Portland's preferred newspaper, enjoying the lar- 


GARI EN 


Vv 


JOU 
VICTORY 


) Liscteree UWibeume. f 


Af AIRMAN 


EXTRAS 


don’t always have 
headlines! 


The Oregon Journal’s ten demonstration victory gardens 
in Portland are newspaper extras in the liveliest sense! 


S 


aspiring Victory gardeners, the 


Inaugurated to furnish an ertra service to thousands of 


first Journal demonstra- 


tion garden was started the spring after Pearl Harbor. From 


to 


RWAL 
RDEN 


GARTAIN 


C 


be its demonstration gardeners. 


this single garden have sprouted the current ten. Each is 
open for inspection and is close to transportation. Strategically 
located throughout the city, these backyard “food factories”’ 
serve as pace-makers for Portlands’ Victory gardening 
campaign. 


oe 


The gardens are owned and operated by a picked group 
of amateurs from all walks of life . . . an elevator opera- 
tor, a psychiatrist, an electrical engineer, areal estate broker, 
to name a few. They are all average citizens who share a love 
for getting their fingers into the soil, who can make things 
grow. Because they have a knack for showing other folks how 
and a patriotic willingness to do it, The Journal invited them 


SViEach spring, The Journal inaugurates the Victory 
“*carden season with a series of evening rallies held in 
Portland school auditoriums. Here experts explain the 
principles of successful gardening, soil preparation, planting, 
pest control. Then come The Journal’s demonstration gardens 
where eager amateurs can actually see “how to do it”. Spear- 
heading and co-ordinating the entire campaign is the Sunday 
Journal’s GARDEN Magazine replete with practical sug- 
gestions, timely tips for gardeners and weekly reports on the 
progress of the demonstration gardens. 


ut what Portlanders want... 


domestic or local news they 


Portland folks know they get it 


gest circulation in its history, both daily and Sunday. 


JOU 


Afternoon 


Member... 
and Pacific 


National Re 


REYNOLDS-FI 


PORTLAND, OREGON 


New York «+ Chicago + Detroit 
San Francisco + Los Angeles 


ANAL 


and Sunday 


. Metropolitan 
Parade Groups 


presentatives 


TZGERALD, Inc. 
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ee FCC A k N AB fey ee th pee Pag into one G-E Shows Press Video | Thermador Seeks Mi 
| he described as “the balance shee P 
| ttac .) philosophy” expressed before the| Receiver, Phonograph Consumer Market 
Omaha Kiwanis Club last month|! General Electric Company,| Thermador Electrical Mfg. Con of . 
: : 'by NAB President J. Harold Ryan.|schenectady, gave a demonstra-| pany, Vernon, Cal., maker of ele 
0 e in nion | Asserting that he was not com-|tion June 27 to the New York|trical appliances, and forme: FC 
’ plaining about individual pro-| press of a new large screen tele-|exclusively an industrial adve; 
grams produced by advertisers Or) vision receiver and the electronic|tiser, will launch an_ intensj Ne’ 
advertising agencies, Mr. Durr|reproducer, on which G-E engi-|consumer campaign in Aug; FCC 
j j on roversy discussed “the censorship of over-| neers have been working for the|through Riordan & Messler Co; ConiE 
to remember in selling loading the air with programs that} past several years. Although ad-| pany, Los Angeles, National med tion | 
| (Continued from Page 1) sell goods, to the exclusion of pro-/ ditional refinements may be in-| will be used to promote elect: perum 
. : ; A hi .,|8rams that do not.” _ | eluded later in the model receiver,| water heaters, bathroom heate lay § 
architects, engineers others “solely on individual merit|" “The problems of broadcasting|which produces a 16x22 picture,|and portable room heaters, Bosto 
_ without discriminations and with-| are far greater than the questions! 4 | A. Brandt, general sales man-|West Coast campaign will be frequ 
H out prejudice because of the iden-|of whether the commercial shall ager of the electronic division,| stituted for Thermador elect: ato} 
and designers tity or the personality of the|come at the beginning, the middle| said that “if total peace were to| ranges. ; York. 
—— corporation or organi- or the end of the newscast, or = come at once we would be in a ee The € 
| zation.” all three places, or what we should | position to offer the public an out- . ° cuit i 
Compromise Reached do about cowcatchers, hitch hikers, endian receiver by all present- To Hir shon-Ga rfield propo 
and singing commercials,’’ Com-/ day comparisons.” Irwin L. Bogin, formerly |; comm 
The WHKC formula was worked missioner Durr said. “The ex-| he television demonstration| Arthur Kudner, Inc., New Yori, [J AP! 
out after CIO called FCC's at-| ponents of both the ‘public me-|was picked up by G-E engineers|has joined Hirshon-Garfield, Inc. ff routes 
tention to the fact that the sta-| dium’ and ‘balance sheet’ philoso-| from WNBT, NBC's New York|New York, as production man. ff Chica 
tions refused to sell it time, On|phies of broadcasting pay full television station. ager. statio1 
the grounds that the NAB has| deference to the symbols of pub- _ mum 
a members Ra — bem lic interest and democracy. They quenc 
. , or soliciting memberships, and to|. have ‘free radio.’ I a mc. | 
The swift march of technological Prog- provide only free time for dis- aon ioe aun & cain teak ie wee under' 
ress means that the building designer cussion of controversial public is-|tryly free, as free from economic niques 
has a tremendous lot to learn about on ‘a ry aan domination and overweaning greed laying 
tations. er discussion an earings | 4 7 censorship. televis 
products and product applications wiles th samenieien ClO one as from government cens p FM pt 
WHKC came to a ee agree- Favors Competitive Radio phone 
ment, the station abandoning the ‘ * tions 
NAB code and promising to con- saan oT cna gps Call 
sider requests for time impar- have a radio that is competitive FM st 
tially. ie for listeners as well as advertis- W2XR 
WHKC also said it would make ing accounts: that competes for schedu 
available “primarily on a sustain- the quality and sincerity of pro- future 
ing basis, but also on a commer- grams as well as for listener rat- quenci 
cial basis” facilities for discussion ings: that competes for the privi- Rayt 
and dramatization: of public issues lege’ of using the people’s fre- plicatic 
“in order that broadcasting may quencies in the best interest of erectio 
Proof of his interest in this subject is achieve its full possibilities as al the people and on the basis of! tions ii 
significant medium for dissemina- ublic service promised and ren-| cago, % 
abundant. One manufacturer reports tion of news, ideas and opinions,” ta P station 
1,170 requests from a single mention and that whenever a program was “They ; : 
: mpg . + y say we must have aj 
in the Manufacturers’ Literature sec- refused, the refusal would be ex- democratic radio regulated by the| Ads 
tion of Pencil Points-Progressive plained in writing. people, that gives the people what | 
Architecture. In one month—April— Warns of Air Control they want. I agree. Let us have ) 

: —— : a radio that is regulated by the OSs 
this publication received 4,032 requests While the NAB code suggests Secee end ‘ace pos a. + Me 
for product information. that free time be allowed for dis-|fy]] access to all information eau 

cussion of public issues, it ad-| needed for intelligent regulation. | Pe te 
vises that stations not sell time] Let us have organizations through | pies 
for that purpose, or to organiza-| which the people can speak in| hema 
tions, other than a few charitable making their regulations effective; | Hobbe 
|ones, soliciting members. Accord-|Jet us have a democratic radio| e 200 
|ing to the code, sale for those|that is scrupulous in its regard| mm "Es 
|purposes might enable wealthier | for minority rights, which are as| ada 
groups to dominate the air. sacred to our form of democracy | in 19 -« 
In accepting the WHKC plan, | as majority rule.” b 
the commission noted the physical wr er 
limitations of radio, and conced- eres 
Follow this trend! Advertise your ing that stations were not ex- Eureka Names aoe 
; eee pected to serve as common cCar- Sales Heads wre 
product and its applications where ‘riers, agreed that management c kers 
the architect looks for productnews— _—| should be free to refuse the sale! O. H. Goldberg, formerly mer- rl ir 
in Pencil Points-Progressive Archi- or donation of time in = to <r — of ee oe ae ‘ 
: . |maintain a good program balance. | uum eaner ompany, troit, sc 
a mete: gat ener one | Competent management should| and since the war, director of in- wives t 
Methods section starts in July issue.) |be able to meet such problems in| dustrial relations and personnel, t thas 
Watch for it! ‘the public interest and with fair-| has been named sales manager of alts as 
;ness to all concerned, FCC said.|the western division. George E. — : 
Send for |The fact that it places a tremen-| Wagner, formerly general man- ~~ . 
Materials and Methods folder | dous task on management should|ager of Economy Engineering & Ov y 
not be made a reason for evading} Machine Works, Chester, Pa., and Btn 
|the issue by a strict rule against! with Eureka’s executive staff since s93 : 
PENCIL POINTS sale of time for any programs of | last August, has been named cen- wl de 
CT E | the type mentioned,” it declared. | tral vielen sales manager. q on dis 
ae . George . Wilkens, before the ; 
PROGRESSIVE ARCHITE UR Durr Hits ‘Balance Sheet war Pittsburgh regional sales ‘hoo 
A Reinhold publication Additional light on the role that| manager, and recently in expedit- Ne add 
_FCC members expect station|ing work for the contract sales ene lain “ 
330 West 42nd Street, New York 18, N. Y. |managers to play was supplied} department, has been named east- For exciting coverage of icipetic 
| this week by FCC member Clif-'‘ern sales manager. par 
’ ° lgallen 
| New Orleans’ big events . . fo, % 
CORN CAPITAL of the U. S | ons by 
® ° } Tee 112- 
McLean County is first in the United States in 
corn production—second in cereal crops—and 2s ash F 
annually produces farm products valued at $32,- Joh 
si olks turn first to — | 
In the heart of this bountiful farm land and Mc- g 
Lean County is Bloomington, Illinois. Bloom- 
ington, whose effective buying income accord- 
ing to a Sales Management Survey is one of 


the highest in Illinois ($1,376 per person), is the | 
home of the Daily Pantagraph—the first and 
only newspaper in Pantagraph Land. 


Today more and more national advertisers are 
using the Daily Pantagraph to reach this RICH, 
RESPONSIVE MARKET. The Daily Panta- 
graph, you see, gives advertisers 84% coverage 
in wealthy McLean County, and 71% coverage 
in the equally rich Primary Trading Zone. Are 
you reaching this rich market? 


Represented Nationally 


NEW ORLEANS — 


EPARTMENT OF LOYOLA UNIVERS! 


the 25 
who r 
WORLD 
the ind 
Americ 


Ask fo: 
new-pri 
publica 
dustry. 


LEWORT 


5! Fifth 
Chicago 


by Gilman, Nicoll & Ruthman 


PANTAGRAPH 0) LAND 
The Daily Pantagraph 


BLOOMINGTON, ILLINOIS 


THE GREATEST SELLING POWER 
IN THE SOUTH'S GREATEST CITY 


50,000 Watts « Clear Channel « CBS Affilia’e 


Represented Nationally by The Katz Agency, Inc. 
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Micro-Wave Net | 
of Raytheon Gets — 
FCC Go-Ahead 


Newton, Mass., June 28.—The 
has granted Raytheon Mfg. 
mpany two classes of construc- 
permits, one to cover five ex- 
rimental miero-wave radio re- 
stations from New York to 
ton, and the other for two 
.guency modulation stations 
the Lincoln building, New 


5 


‘he New York to Boston cir- 
cuit is the first leg of Raytheon’s 
proposed nationwide micro-wave 
communications system (AA, 
April 2) to follow the airline 
routes via Cleveland, Detroit and 
Chicago to the Pacific Coast. The 
stations will operate with a maxi- 
mum power of 100 watts on fre- 
quencies between 1,900 and 26,500 
mc. Experimental work will be 
undertaken to develop new tech- 
niques for transmitting and re- 
laying high definition and color 
television programs, high-fidelity 
FM programs and telegraph, tele- 
phone and facsimile communica- 
tions 

Call letters of Raytheon’s new! 
FM stations will be W2XRA and) 
W2XRY, with transmissions 
scheduled to begin in the near 
future on 105 and 107 me. fre-| 
quencies. 

Raytheon has already filed ap-| 
plications with the FCC for the) 
erection of television and FM sta- | 
tions in Waltham, Mass., and Chi-| 
cago, as well as for a television 
station in New York. 


Ads Announce 
Postwar Cookers 


Industrial Admen Elect 


Clark L. Hastings, vice-presi- 
dent and sales manager, Rochester | 


Elastic Stop Nut 


|company was enjoined from using | 


the red color in connection with 


the locking insert in any nut not! 


51 
vision of the Reynolds Metals 
|Company, Louisville. Mr. Beard, 


with Reynolds since last fall, was 


Mfg. Company, has been elected | 
president of the Central New York | 
Industrial Advertisers Association. 
Others elected include: Robert B. | 
Hoople, Crouse-Hinds Company, | 
Syracuse, vice-president; Grantly | 
Wallington, Charles L. Rumrill | 
Company, Rochester, secretary-| 
treasurer; Milton C. Williamson, | 
Bausch & Lomb Optical Company, 
and Franklin George, Railway | 
Signal Company, Rochester, active 
directors, and Fred W. Hensen, 
Paper Service, Rochester, associate 
director. 


Glemby Appoints 

The Glemby Company, New 
York, manufacturer of Vogue hair | 
accessories, has appointed Small | 
& Seiffer, New York, to handle} 
advertising. 


WHBL Appoints 

WHBL, Sheboygan, Wis., affil- 
iate of the American Broadcasting 
Company, has named Radio Ad-| 
vertising Company, New York, as} 
national sales representative. 


Wins Court Order 
Against Imitator 


Chicago, June 26.—The federal 
district court here has upheld the 
right of Elastic Stop Nut Corpora- 
tion, New York, to exclusive use 
and promotion of its now famous 
self-locking nut with the red 


| collar. 


The decree was handed down in 
a civil suit filed by the company 
against Fredric Greer Company, 
Chicago, which was charged with 
manufacturing a locking nut that 
imitated the distinctive red collar 
of the Elastic stop nut, implying 
that it held an Esna license, and 
copying the red collar in its ad- 
vertising. 


Enjoin Greer Company 


The court held that Elastic Stop 
Nut had established product dis- 
tinction and identification- through 
advertising, usage and sales pro- 
motion as a property right, com- 
mercial signature and_ definite 
mark of distinction of both prod- 
uct and company. The Greer 


manufactured by Elastic Stop Nut, 
from advertising a red insert, and | mail division of the McGraw-Hill 
from representing that it  is| Publishing Company, New York. 
licensed by the plaintiff. | Simultaneously, Donald G. 

The Elastic Stop Nut Corpora-| Dunn was appointed manager of 
tion’s self-locking nuts have been| marketing research of the same 
identified by the red collar since| division. Formerly an assistant in 
1927. Through’ Arthur Kudner,|the sales, advertising and sales 
Inc., it has used both trade and| promotion department, Mr. Dunn 
consumer publications to feature/| will continue as a member of the 
ae nut in two-color illus-|company’s advertising committee. 
trations. 


formerly manager of the direct 


Cory Expands to Coast 


Eldon H. Sager, general sales 
manager of Cory Glass Coffee 
Brewer Company, Chicago, has 
been appointed western manager, 
and will head Cory’s expansion to 
the West Coast including estab- 
lishment of factory sales and dis- 
play rooms in Los Angeles, San 
Francisco and Seattle. 


Reynolds Metals 
Appoints Two 


David F. Beard has been named 
manager of advertising and pub- 
lic relations for the aluminum di- 


Eau Claire, Wis., June 26.—To 
announce the first shipments to | 
dealers of Presto cookers, National | 


Pressure Cooker Company, 
through its agency, Melamed- 


ing 200-line advertisements in 80) 
metropolitan mewspapers. Addi- 
tional ads will be carried this fall 
in 17 women’s magazines and a 
number of hardware trade publi- 
cations. 

Asserting in the copy that “be- 
cause the manufacturing of Presto 
cookers was restricted for almost 
four years, 
mand for them is so tremendous 

..’ the company urges house- 
wives to fill out a dealer-request 
oupon because 
f these utensils as are being re- 
eived are, and will be, far too 
ew to supply the demand for 
ome time to come.” 

Over a million requests for the 
ooker are said to be filed now 
with dealers, who have been sup- 
plied with registration banners 
pnd dispiay cards prior to the 
lewspaper promotion. 
_In addition to newspaper, maga- 
ine and trade publication adver- 
ising, the company plans a par- 
Itipation series on Dorothy 
ilgallen’s program over Station 
VOR, New York, which will offer 

16-page brochure, demonstra- 
ions by home economists, and a 
ree 112-page recipe book. 


ash Promotes Young 
John J. Young, St. Louis zone 


and because the de-/| 


“such quantities | 


ae 


Hobbs, Inc., Minneapolis, is plac- | 


ve heard about em ; 


lve read about em... 


but [m not what you call 
CONVINCED yet ' 


In 1929, circulation of magazines 
in the Women’s Group field totalled 


5,600,000. 


In February, 1945, it soared to 


18,985,749. 


Even more convincing, and impor- 
tant, is the fact that it was achieved 


almost entirely by voluntary news- 


stand sales. 
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= manager of Nash Motors division | This enthusiastic, unsolicited accep- 
f Nash-Kelvinator Corporation, | ’ P 
> ; 4 | . 
troit, has been appointed Cana- | tance is of enormous value to ad- 
lan representative in charge of 
iles. vertisers. 
. - | It opens a new, richly productive 
GA MAALMLY World market. 
;, | And you cannot reach that market 
Broad Base through yesterday's media! 
the 25,000 selected executives _ : 
who regularly read PLASTICS a aS 
WORLD represent the cream of ——— ae 
the industrial buying power in x er 
America. 
Ask for a sample copy of the 
new-product, new-application 
publication of the plastics in- 
dustry. 
ffilic’e@, . 
LEWORTH PUBLISHING CO., Inc. ‘eal WOMEN'S GROUP 
5S) Fifth Ave., New York 17, N. Y. W. M. Cotton’s ME. )f + Movie Life - Movie Stars Parade - Movies - Personal Romances 
Chicago @ ney ae Los Angeles , NEW YORK: IpeAL PUBLISHING CORP., 295 Madison Ave., N.Y. 17, N.Y., MU 3-8191 © CHICAGO: IDEAL PUBLISHING CoRP., 360 N. Mich. Ave., Chicago 1, IIl., State 5582 
ae oA tn ete LOS ANGELES: Don HARWAY & Co., 816 W. Sth St., Los Ang. 13, Cal., Mutual 8512 e HOLLY WOOD: meat PUBLISHING CorP., 8278 Sunset Blvd., H’wd. 46, Cal., Hillside 7364 
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an literature on Pesco products is be- 
the Lew Kashuk Advertising e s 4. ; pele 4 
Hyde Gets Control | &%nsaiy’ snore’ Sait bulene|F ormfit Institute |Pesco Adds Two ing wicely aistributea “Ser 
New York, as account executive, : p t 
of Federal Agency; art director, and copy chief, re- Set Up to Serve Product Drives agency in charge. Ber 
spectively. Mr. Kashuk, who is Cl eee 
. = «$43 os yy eveland, June 27.—Aiming at ‘ P 
Tinsman Chairman| sting unis own agency atter Corset Retailers adequate civilian production to| Toigo Succeeds Steele Sur 
: , iri Jers 
(Continued from Page 1) for I. J. Fox, Inc., New York, was| Chicago, June 26—Going well | acpi Mie ergy Tet at in D’Arcy ts a be 
James F. O’Brien is first vice-|recently discharged from the|beyond its own extensive mer- : 3 : geet Gerperation, is), sohn Toigo, former vice-pr: oe 
president of the agency. Other|Army. Miss Boyd was formerly] chandising aid plans of past years, b ae am its. advertiaine efforts dent in charge of the Chicago a un 
vice-presidents are Joseph F. Beck, art director for the Castner-Knott|the Formfit Company has set up nth the Gee of two new series fice of Campbell-Ewald Compa hat W 
Jules B. Singer, Kenneth W.|Company, Nashville, and Miss|the Formfit Institute to serve as W Roth till lam Sepguanies pages, and previously copy director ; sig ian 
Plumb, Charles G. Wright, Don|Davich was formerly with Mont-|an impartial fact-finding bureau th aaa ‘i ~s aigns are in ad.|account executive with Batt ‘or Vic 
Parsons (merchandising), Mac-|gomery Ward & Co. and R. H.|for the entire corset industry. 1€ separa rll po institutional| Barton, Durstine & Osborn nenitaa 
Gregor Ormiston (art), A. R.|Macy, Inc., New York. As four-page announcement ads | dition to a tu. =< ‘nuing in a|Lord & Thomas, has been shif\, tore 
Beverley-Giddi (copy), John in July issues of the Bulletin of | campaign which is continuing i 2) eo account executive at D’A\ ~'n 
everiey-Gidadings (copy), ——— the National Retail Dry Goods As-| dozen publications. One of the d ne Commany * w In 
S. Davidson (radio), Hugh I. Con- — e National hetal z ew series, featuring Pesco’s new- Advertising ompany to vj be pla 
net (art), and Dr. Wallace H. Roy Rejoins Norge sociation, Corset and Underwear |? : ft ducts. is scheduled president in charge of the N: Americ 
Wulfeck (research). George G Review, Corsets and Brassieres|@st aircralt prooue’s, i ti York office. He succeeds Alfred iy the 
ao . ‘ ‘| Capt. Ray C. Roy, recently re-| nq Dry Goods Journal will ex-|to appear in 15 aeronautical jour- N. Steele, who has joined Coca- Mt. 
Dietrich is secretary and treasurer.|jeased after three years’ service aici, > Gediniie dlaeade la. o> nals to blanket the postwar com- ia ae Bt oe ia also a 
—_— in the Army air forces, has re- tablished at 166 W. 32nd St., New | mercial aviation market. | oat Sates Was BEOA Gemed . = 
Kashuk Appoints 3 joined the Norge division of Borg-| York, and has available to new| The second program Wilt PrO-|_adio director of D'Arcy, and Louis M Jahr sl 
‘ , d arner Corporation, Detroit, @S| members a wealth of information | mote Pesco pumps anc 1 as lie ~| Berger, formerly of the New York ff the pr 
Jay A, Kashuk, Kathryn .Boy midwestern regional sales man- on effective selling techniques, dis- | cessories for industrial applica- Times, has joined the agency as l a 
and Dorothy Davich have joined | ager. play, use of fixtures, department tions, and is scheduled to run in pant ete executive. New to the un : 
location and layout of corset de-|eight publications covering the D'Arcy copy staff “se Mary P! iL. nounce 
partments. general industrial design field. lips Leunurty of RH. ihacy & and be. 
Ps “ ” « ~ , ° ° d pc 
e ° o Qe Although Formfit alone will| A “market exploration ge Co.; Edward Sherry, previously I singin’ 
i finance the institute, it emphasizes | Paign which Pesco conducte we with Grey Advertising Agency: WM pour fi 
Is | e cd IS 0 . = that membership is not limited to| year revealed widespread snveres J. Hixson Kinsella of D’Arcy’s At- series | 
: aii Formfit customers. Walter H.|in adaptations of Pesco ) na noe ae 9 lanta office, and John J. Johns of § ww 
: ~ : e — i Lowy, vice-president and adver- built equipment for ee D’Arcy’s St. Louis office. WIR.) 
: tising manager, indicates the in- | uses, - ae ps ae ees was WPRO 
stitute can best dig out facts and|pressea surprise a e ‘ 3 ’ og 
raw your 0 | en ion O- develop feconimendations if all|to this testing of potential markets Handles Buy Lines —% 7 
. ® large and small retailers of bras- | for Pesco outside the aircraft field.| W. H. Botsford, formerly with # ae 
= sieres, corsets, girdles and foun-| Thousands of inquiries were re- the advertising department of the — fe 
; dations become cooperating mem- | ceived, a high percentage of them | Detroit News, has been appointed uve Rone 
7 bers. high quality responses, according| Chicago manager of “Buy-Lines, compan 
5 to S. E. Voran, advertising man-| syndicated newspaper advertising list of 
$3,654,046,000 cash re- Survey Basis of Bulletin ager. As a result, new descriptive | column written by Nancy Sasser. iy Po 
f ’ “ e Mr. Lowy also revealed the | Victor 1] 
ceipts from the livestock —— di nage Raga eo eae: “aos 8 
- # on department store corset goods || iT eAt. Gh kk kha wn CGE ITS oF ) haneukt? 
market in 1944, went into | merchandising, made by the Rus- [iste LEWIS ALLEN ’* W. H. AUDEN * C. HARTLEY GRATTAN see 1 
-_|sell W. Allen Company of New vi sm 
the farmer's pocket in Yor. Findings, obtained through | PETER F. DRUCKER * BERNARD DEVOTO + JOHN Dos PAsso:—",'"° 
|the cooperation of 72 department wee e A onmatlipese 
the 12 states covered by stores, comprise a backlog of data || DOROTHY BARTLETT © CARLETON BEA\$ i: fre 


MVYN. 


Mississippi Valley Network 
is a wired Regional Network 
which you can buy without 


;and suggestions which the new 
| organization will 
charge in bulletin form to mem- 
bers every month or two. 


The survey goes extensively into | 


ithe matter of returns, which are 
|relatively high on sales of corset 


|average large department 
|which already realizes its highest 
|net profit from the corset depart- 
|ment, can increase its net by 


give free of| 


store, | 


ETLE * BERNARD IDDINGS BELI 
YD * HENRY PRATT FAIRCHILE 


BVILLIAM HENRY CHAMBERLIN 


ELLIOTT ARNOL 
E. C. DRAKE « Li 


RCA 
Key: 


goods. It reveals that 11.7% of | i % Ni U E. Ad t 
paying Metropolitan rates. brassieres and 29% of foundation| MALL nVAC oy P BROOKS © MERRILL DENISON | 
The states in this rich-and- garments are returned if sales B Tepe) 7 IS¢ Pha nig 
; . . |have been made without fittings,| MARY Bw ‘ —— oe 
eo ee Mae em as compared with only about 2% | ALTER BYERS * JOHN FISCHEI the inte 
Minois, Indiana, lowa, Kan- on sales made after fittings. Eighty | DALE CLAR dio Cor 
sas, Michigan, Minnesota, | per cent of returns were found to ™ all oe ma 
Missouri, Montana, Nebras- be made by the 22% of women |. » ictures 

; é i ; WILLIAM MIFFL’ in the f 
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|about 20% if corset goods returns 


HRU 74 affiliated stations, the Mississippi Valley Net- 
/are reduced 50%. In cities in which 


MEDFORD EVANS 
work (operated by North Central Broadcasting System) department stores refuse to refund | 


ae : /'money on such purchases, the| ALLAN G. B. FISh eee y PC 
keeps your product in intimate touch with !,600,762 farm stores apparently do a better sell- | n both 
‘ ‘ 7 P er ing job, primarily by inducing} HARVEY H. ARNA N The re 
radio homes. An exclusive listenership with programs | women to be fitted, and complaints | | IN oretta ° 
. s L are reduced to about 2% of sales.| ALDOUS HUXLEY: 4 n the: co 
beamed for this farm audience exclusively. Mr. and Mrs. The survey also provides infor- | | | jou , ee 
, ti tenance mation abou le percen age o TS te ‘ 
Farmer want to know briefly how the war news affects farm- | women who fall in different bras-| PAVID GORDON RN ALISM pane desit 
|siere, girdle, corset and founda- | or peac 
ing... want the latest Washington agricultural bulletins . . . tion size brackets; the relationship | EMILY GENAUER » Ong co tinues 
, i d of corset goods sale potentialities | a 
... are vitally interested in| to sales in ready-to-wear and other | F, P, HELLIN « AUSTI —— & 
7 wre maaherasinnd! nari _ " " departments; the effect of eee Presented to | ie ame 
i department locati sales, etc. he copy 
weather forecasts and local temperatures . . . want "'live'' | department location on sales, ete ROBERT G! HAWLE Harpers Magazi adio ph 
musical entertainment for early morning pep-up. MVN de-| ‘Paper Chiseler’ HAWLEY JONES *D. ca ine —s 
livers this to the country's most affluent rural territory with- Gets Prison Sentence } Un; sited ‘oda 
Citing Lindsey L. Baird, presi- | ERNEST K. LINDL MVversity of A; - 
out the cost of metropolitan rates. No other network offers | dent of Rewl Publications, Inc., Sch 4SSOur{ coins “T 
: : New York, as “a contumacious ARTHUR L. MA’ 00! of Journ}; James 
this exclusive early-hour farm audience. ‘chiseler . . . utterly devoid of any haul _ ‘Si nd prod 
remote vestige of patriotic con-| EDMUND ? ~~ ercial 
sideration . . . prompted solely by — haken” 
; the most miserable of all human| FER le ; 
AVAILABLE FOR SPONSORSHIP: he mot minerals of Sh ee | feck MM 
a . Grover M. Moscowitz last week Ran 
6:00 AM — Valley Time (complete net- sentenced the publisher to 60 days’ | MILO PERKINS * LEIGH In recognition of 
wor imprisonment and fined him and ; 
the corporation $20,000 each for| HIRAM MOTHERWELL Its career of ninety-five years as a | 
7:00 AM Agriculture and the News ‘using newsprint to publish comic | leader in American Literature and NOK 
me | books without a WPB quota. FLETCHER PRATT®*RICA American thought; 
9:30 AM Features for "Mrs. Farmer | Mr. Baird was found guilty by . lleled int the MAI 
: |a jury on June 18 of using 300| THOMAS SANCTON e + eaperenere events Se say | 
12:15 PM News and the Farmer's Views tons of newsprint without a quota, decades upon the reading of great : 


|part of which was used in pub- 
lishing Blazing Comics and Blue 
Circle. Assistant U. S. Attorney 
Frederick J. Waters told the court 
that Mr. Baird had ignored WPB 
newsprint restrictions. 


masses of people; and 
A vitality and sincerity which has 
enabled it to change with a chang- 
ing world and keep in the forefront 
of modern life and ideas. 


Contact any NCBS office for cost estimates and GEORGE W. MARTIN ¢ 
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Names Tracy, Kent JOHN A. KOUWENHOVEN ¢ FRA 


Mississippi 


Valley Network 


he > TE Y a Taylor Reed Corporation, Ma- Ba —————— 
Spa hy ee OPERATED B ae maroneck, New York, has ap- CHRISTOPHER LAFARGE*®GEORGE R. LEI ON © WESLEY McCiN 
NortH CENTRAL BroapcastTinG YSTEM, INC. pointed Tracy, Kent & Co., New -ONSURE 
’ JOHN W. BOLER, President Ps York, as agency for its new prod- THOMAS HORNSBY FERRIL © JOHN BARTLOW MAR’! 
a York i Sire tag RTI a uct, QT pie crust. Newspaper, ecmrss 
| National Bank Bldg. eer radio and outdoor advertising is NATHANIEL PEFFER © Ri . 26 
Unamgion 28807 Cedor 8579 ; Ze = planned. . CRAED H. ROVERS OWIIAM 1. SH 
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- § Serutan Signs 
* WB Berch for Spot 
Summer Series 


Jersey City, June 26.— Grant 
Advertising, New York, which 
takes over the Serutan Company 
account on July 1, has announced 
that Whistlin’ Jack Berch has been 
signed to substitute this summer 

for Vietor H. Lindlahr’s food com- 

mentaries on eight stations in the 
: interests of Serutan and Nutrex. 
\ In the fall, Berch will probably 
i be placed on either Mutual or the 
Ni American Broadcasting Company 
fred @J py the company, and Lindlahr will 
0Ca- also go network after nine years 
lent. of transcribed spot broadcasting. 


med 9 Because the format of the Lind- 
Ouis lahr show will be changed after 
(ork the program goes on tour this 


summer, no decision has been an- 
he nounced on what network his food 


-hil- HJ ond diet series will be presented. 
y & Berch, known as “The Cheerful 
usly Singin’” man, starts a quarter- 
ney; hour five times weekly transcribed 


» At- @ series July 9 on WGN, Chicago; 
WLW, Cincinnati; KRLD, Dallas; 
WJR, Detroit; WOR, New York; 
WPRO, Providence; KXOK, St. 
Louis, and KHQ, Spokane. 

with P. Wesley Combs, vice-presi- 
dent of Grant, and account execu- 


Bee: tive for Serutan, reports that the 
nes.” company is reviewing its current 
‘ising (g list of radio programs and plans 
asser. 2m expansion of the existing set- 
up for the fall.” In addition to 
Victor Lindlahr, Serutan sponsors 
A. L. Alexander’s ‘Mediation 
TAN Board” on Mutual, which is ru-| 


mored to be going to a full hour 
| fin the fall; news by Drew Pear- | 
$SO$ Bon on the American Broadcasting | 
Company, and news on a spot ba- | 


Ad to Movie 


New York, June 26.—The first | 
tie-in advertising to be placed by 
the international division of Ra- 
dio Corporation of America, in 
connection with a Paramount 
Pictures’ movie is now running 
in the form of a 925-line news- 
paper advertisement in about 75 
Mmepapers in Mexico, Cuba, and 
me mruerto Rico. The ad, which will 
appear in newspapers in Central 
and South America three days 
rior to the opening of the film, 
lescribes Paramount’s “And Now 
omorrow,” and features RCA’s 
many postwar products. Copy is 
n both English and Spanish. 
The reader is told that “Lovely 
oretta Young in her gallant role 
n the compelling Paramount Pic- 
ure, ‘And Now Tomorrow’, is a 
ymbol of faith in the future and 
he desire for happier living. . . 
or peacetime prosperity,” the ad 
ontinues, “RCA is planning new 
kccomplishments which will mean 
Migher standards of living for 
veryone.” Products mentioned in 
he copy range from radios and 
adio phonographs to household 
ppliances designed for better liv- 
jane. J. Walter Thompson Com- 
any is the agency. 


oins ‘This Week’ 

James F, Ehrman, art director 
nd production director of com-| 
lercial printing of Alco-Gravure, 
loboken, N. J., has joined This 
leek Magazine, New York, as 
upervisor of printing. 


EAL} @sis throughout the country. 

{RCA International | 
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USINESS PUBLICATIONS EDITION 


Trade Council 
Elects Abbink 


John Abbink, vice - president, 
McGraw - Hill Publishing Com- 
pany, and president of the Busi- 
ness Publishers International Cor- 
poration, has been elected chair- 
man of the board of directors of 
the National Foreign Trade Coun- 
cil, New York, of which he has 
been a member since 1933. 

Mr. Abbink became a member 
of the board and of the executive 
committee in 1937, and has been 
chairman of the Final Declaration 


Committee of the National Foreign | 


Trade conventions for the past 
three years. 


Plan Sales Drive 
for New Stinson 
Personal Plane 


Detroit, June 26.—An aggressive 
sales and advertising campaign 
will feature the entry of Consoli- 
dated Vultee Corporation’s Stin- 
son division into the personal air- 
plane field, officials of the division 
disclosed to ADVERTISING AGE last 
week. 

Extremely limited production 
of at least one model will begin 
next month, on the same assembly 


Eugene P. Thomas,|lines now turning out Stinson’s 


who held the posts of chairman|L-5 “Flying Jeep” which is being 


and president for the last two 


used by the Army as a recon- 


jits advertising directed at the po-| 
|tential small plane buyer through 
|trade publications for the present. | 
| It is expected, however, that when | 
|volume production is attained and 
lenough dealers established, a/| 
| greatly expanded advertising cam- | 
|paign in consumer media, both | 
jnational magazines and news- 
|papers, will be released. Cur- 
rently, Stinson is opening sales 
points in many sections and is 
establishing its distributorship 
setup on a regional basis. 

Young & Rubicam, New York, 
is the agency. 


Names Broadcast Sales 
WHAT, Philadelphia, has named 

Broadcast Sales Company as na- 

tional sales representative for New 


Weaver Shifted 
by Scripps-Howard 


Don E. Weaver, editor and man- 
ager, Fort Worth Press, has been 
transferred, effective July 16, to 
Columbus, O., as editor of the Co- 
lumbus Citizen. Both are Scripps- 
Howard newspapers. 

George E. Carter, now with the 
Scripps-Howard national adver- 
tising office in Chicago, will suc- 


!ceed Mr. Weaver as manager, and 


Walter R. Humphrey, now editor 
of the Telegram, Temple, Tex., 
will be editor of the Press. 


To Mid-South Dailies 
The Daily Leader, Fulton, Ky., 
has appointed Mid-South Dailies, 


years, will continue as president.|naissance and ambulance plane. 
Robert A. Breen, assistant secre-|This ship, the “Voyager 125,” is 
tary of the council since 1938, has|a four-place plane in the $5,000 
been elected secretary, succeeding| class. Four other models will 
the late Lindsay Crawford. ,come later; these will be in both 

caine | the higher and lower priced brack- 


York and Chicago. Memphis, as its representative. 


A Nationwide Sur- 
vey of Redio and 


Heads Canadian Group 


John W. Doherty, 
publication advertising of Imperial 
Oil Ltd., Toronto, has been elected 
president of the Canadian Adver- 
tising and Sales Federation. 


| ets. 


manager of 


While production will de- 
pend on availability of materials 
and machine tool sources, Stinson 


|officials believe that volume out- 


put will be reached by the end 


|of the year. 


The company will continue with 


Electronic Techai- 
cians’ Reading 
Habits sent free on 
request. 


25 WEST SROAGWAY 
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INTERNATIONAL BUSINESS MACHINES CORPORATION 


7™ WAR LOAN 


Our purchases of War Bonds 
backed our Armed Forces 


in the defeat of Germany. 


We will back our Armed 
Forces in the defeat of Japan 
by purchasing MORE 
War Bonds. 
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Then—The Road Won’t End Till The Sea Begins.............. Lincoln Div.—Ford Motor Co. 


J, Walter Thompson Co. 
When the gas coupon becomes a memory, there won't be 
anything to stop your car but the oceans. 


Duramold Cooks A Glass Sandwich...................... Fairchild Engine & Airplane Corp. 


Cecil & Presbrey, Inc. 
Theyre cooking with pressure now—strong, sharp 
stuff that the planes eat up. 


oo SL I er rr Serer rr rrr rT ere ree Blaw-Knox Company 
Al Paul Lefton Co., Inc. 


A case of “now you don’t see it—now you do;” or, it’s 
the “pre” in pre-fabrication that pays off. 


NEW 
by the 
matior 
effort 


You’re Up Next— Whether You’re Ready Or Not.................... Virginia-Lince!In Corp. 


Houck & Company 
Your sales ideas will be called to bat with reconversion, 
so better start warming up. 


If This Pen Wavers Then Penicillin Gets Siek............................05.. The Bristol Co. 75 


James Thomas Chirurg Co. 
The famous fighter for human life can’t protect its own 
if you don’t watch its temperature. 


ee Oe Gi bP ia ads a ke Gh or OG ca bane REOR SIAR EOCRNeM Pereeeeer ers! The Texas Co. 99 


Newell-Emmett Co. 
B-29’s serve them hot, with oil—right in Japan’s face. 


eee Bebmry Ge Tem Tees GE. nnn kc cece eseceenes American Engineering Company 194 


John Falkner Arndt & Company, Inc. 
Only two letters in its vocabulary, but they 
speak volumes about engineering and design. 


Would You Have Your Tonsils Removed By A Barber?......... The General Detroit Corp. 266 


Holden, Clifford & Flint, Inc. 
Today there are specialists in prevention as well 
as cure, and fire’s nothing to trust to amateurs. 


Don’t Let Reconversion Catch You With Your Plants Down............. Joyce Machine Co. 268 


Seberhagen, Inc. 
You can cut corners (and costs) sometimes by cutting another 
fellow in on part of the job. 


* FORTUNE’s editorial and advertising pages share alike in the two-fisted job 
of helping America’s managers make up their minds — about new products, new 
uses, new methods, new ideas . . . FORTUNE’s reputation as the authority on 
U. S. business has been conscientiously built up by its all-angles approach to 
the problems of Management; and FORTUNE’s advertisers attack their job in the 
same spirit of open minded enlightenment. As one of them explained recently: 
“The FORTUNE advertising is considered, not as institutional, but as educational 
in purpose — to demonstrate the why and how of the company’s method.” 


“ 


FORTUNE — THE MAGAZINE OF MANAGEMENT — IS A STUDY OF BUSINESS FOR THE ENLIGHTENMENT OF MANAGEMENT MEN. 
85% of FORTUNE’s 175,000 subscribers are management men — and survey after survey shows that in FORTUNE the advertiser reaches | 3 
Management more certainly, more effectively, and more economically than in any other magazine. 
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TAPE TEST—Pictured at a press preview and demonstration for Bondex hot 
iron tape, presented at the test kitchen of Kenyon & Eckhardt, New York, are, 
left to right: George Chisholm, advertising director of Industrial Tape Corp., 
New Brunswick, N. J., maker of Bondex; William E. Mayers, vice-president in 
charge of sales of ITC, and Glenn Wiggins, K&E account executive on Bondex. 
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NEW CAMPAIGN 'TOPS'—This 24-sheet is part of the work just completed 

by the OWI and War Advertising Council for a new security of war infor- 

mation campaign which has been rated as ‘tops’ in importance among war 

effort programs. It is supported by the Army, Navy, FBI and Office of 
Censorship. (Story on Page 18.) 
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MERCHANDISER — Rhea Mfg. Co., 
Milwaukee, maker of Joan Miller 
dresses, and L. A. Darling Co., Bron- 
son, Mich., maker of ‘'Style-Center" 
mannequins, collaborated in the pro- 
duction of this clothes horse which 
reproduces the Haddon Sundblom 
picture used in Joan Miller national 
ads. The mannequins are being offered 
to stores handling the line to provide 
a complete merchandising program 
from manufacturer to point of sale. 
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COAST ADMEN TALK IT OVER—Gilbert Seldes, third from right, CBS director of television programs, gave Los Angeles 


idmen some points on the video outlook at a recent meeting. Left to right in this group are: Robert Van Norden of 
brisacher, Van Norden & Staff; Donald W. Thornburgh; CBS vice-president; A Carmen Smith of Smith & Drum; Mr. Seldes; 
Robert Hixson of Hixson-O'Donnell Advertising, and John Christie, advertising manager of Citizen's National Bank. 


DS INSPIRE ARTISTRY—The accessories in Glenmore Distilleries’ magazine ads, shown at right and left of center display, 
¢ artist's brain children, inspired a Kentuckian to make a set—bowling pin cigaret box, lighter and coasters—for himself. 
‘ey were subsequently used in a window display of a Louisville cocktail lounge. D'Arcy Advertising Co., St. Louis, is the 


Glenmore agency. 


GOOD GUESSER—Sally D. Mansfield, media department of Compton Ad- 
vertising, New York, receives a $500 war bond from Graham Patterson, pub- 
lisher of Pathfinder, as winner in a guessing contest on the end of the Euro- 
pean war. At the impromptu ceremony in the agency's office are, left to 
right: Walter Barber, Compton head space buyer; William B. Wiemers, 
Pathfinder vice-president; Mr. Patterson; Thomas H. Cardoff, Pathfinder 


vice-president; Miss Mansfield; Pierce De Gross, business paper and magazine 
space buyer, and Guy Richards, vice-president and media director at Comp- 
ton. Winner of the 2nd prize of $250 in war bonds was J. N. McDonald, 
ad manager, Anaconda Copper Mining Co. 


JUDGES AT WORK—Looking over advertising club entries for the Advertis- 

ing Federation of America 1945 achievement awards are, left to right: Lt. 

Comdr. Holman Faust, Mitchell-Faust Co., Chicago; William B. Carr, Time, 

chairman; Dorothy Shaver, Lord & Taylor, New York, and Richard D. Mathew- 

son, OWl. T. S. Repplier, War Advertising Council, the fifth judge, not 
present at the meeting, reviewed the entries separately. 


Doctors, too, are dying in this war 


0. & Mroicat Cones is saving 97 out of every 100 fighting 


save your doctor's time is to make use of his services the 

men wounded. But that proud record is exacting an inevit minute trouble arises. Never indolge in self-diagnosm. Se e 
able price from the Corps’ own men your deetor carly, in tune for hin to head off more cerivnus 
Doctors. many doctors on many fronts, are dying in order trouble. And help him further by doing these three things 
te maintain that record. More are being leat to the service Go To HIM-—whenever you are able. House visite take time 


because of wounds and other physical dimabilities. And they when someone clee may need him urgently 


must be replaced — at once —so that our fighters may continne 


Keer YOUR APPOINTMENT promptly: make tt at his conve- 

to be saved and kept fighting nience ao that he can plan his crowded hours better 
No wonder the? is a shortage of doctors here at home. And FoLtow #15 apvick To THE LerTeR—so that your trouble 
there are other good reasons why this shortage will last — doesn't drag on, get complicated. of need extra attention. 


long after the peace has been signed 
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Getting our troops back after the war will be a hard, long Oded 60 0 publie anevue by Woedh 
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help your doctorsave his tue. The very hest way to HELP YOUR DOCTOR SAVE HIS TIME 


IWO SCENE—The art treatment and theme of this color page which appeared 

in the June 25 issue of Life for Wyeth, Inc., Philadelphia pharmaceutical 

manufacturer, is said to have been inspired by Robert Sherrod's account of a 

night in a front line Marine hospital on Iwo Jima, which appeared in Time 
under the caption ‘Some Would Die.” 
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The Chicago Sun, now in its fourth year, has made—and 
is continuing to make—progress for a new newspaper that 
is unsurpassed in the annals of journalism. The Sun is 
consistently growing . . . in influence and power... in 
civic importance . . . in number of readers, and in the 
regard of its readers . . . and consequently, as an effective 
advertising medium. 

There’s a reason for this steady growth—a sound, logical 
reason. It is simply the result of strict adherence by 
The Sun to a publishing credo that fulfilled what Chi- 
cagoans needed and wanted in a new morning newspaper 
for Chicago! 

Observe the progress of The Chicago Sun in circulation 
and advertising volume—the accepted yardstick in measur- 


ing a newspaper's value to an advertiser: 


Average Net Paid Daily Circulation of The Chicago Sun, as 
published, for May of each year shows: 


1942 1943 1944 1945 
270,633 288,323 © 322,598 += 350,558 
A well-balanced control—of circulation, and of editorial and 
advertising content—is the explanation for such a circulation 
growth in the face of severe newsprint rationing. 
The quality of the newspaper has been steadfastly maintained 
through intelligent space-saving in the handling of news and 
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features, and judicious control of advertising volume . . . so 
that The Sun’s steady increase in circulation is a natural, 
solid growth—where it will do advertisers the most good! 


Back at the start of 1942, it is doubtful that many buyers ot 
advertising space would have conceded that in three years’ 
time The Chicago Sun would be SECOND among Chicago’s 
five newspapers in total advertising linage; local display adver- 
tising; department stores; financial; amusements and FIRST in 
full-run advertising from women’s clothing stores. 

Yet... that’s where The Sun stands today—and you can’t 
just laugh it off with “Rationing”! Advertisers still place space 
for the important purpose of getting RESULTS . . . and The 
Sun has proven time and again that it produces results out 
of all proportion to circulation and cost! 


The Chicago newspaper picture—competitive as it is 
today—will unquestionably become more so with the 
postwar release of additional newsprint . . . so the 
story goes. 

Keep your eyes on The Sun! Get in The Sun! Follow 
suit in the advertising practice of Chicago’s leading local 
stores . . . and se// to the growing audience of responsive 
and loyal Chicago Sun readers! 


National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 North Michigan Avenue» NEW YORK: 230 Park Avenue 


Atlanta + Charlotte + Dallas + Detroit +» Kansas City « Los Angeles » Memphis « St. Louis + San Franciso 


jol. 16, 


ye in 1 
own § 
ame al 
no, N 


Life’s 
hen tl 
gs, the 
eir leg 
ying be 
makeu 
nce of 


ves, tl 
other 


The A 
mmerc 
rating 
ich it 
1,000 | 
hich sh 
ost’ any 


l 
es any 
itrimon 


“Electre 
ectronic 
llowing 
anned f. 
rtle its 
csimile, 


: gee a ‘ 4 
y -_—_ 
a San W 
i % ss a 7 r) E. C 
i "hy <a ie E 
= —s es age ‘ 
a ; ag aces — 
Ber a > 
ieee, ) 
= Wy Rot 
woe The 
ey: ants e 
ae! 7 
a: pation | 
eae ‘vihe Bovis Ashe Dati Feed ho to 
oe Wa Coie (See Aad vive TE 
“er Ps _ ’ Sat Ss : — en nve I 
Sees = aN Battle 
-- “Sm Rear Batt! 
iad * oe. * all Sa : t 
ae ° _—— a / WWE SE a \ ae 
2 my . 4 ~ . " ss x “ins —_ 
' ; y 
/ 7 / \ Cg be > 
i ’ 
a \ 7 : - a od ee — ~ i4 ae. 
ee ~ — ee 6 gee = * q 
i FO fe 
- — iene -~ , re oad : 
* He , ae 
area an — IS: —— a, Ten 
ad ; aes ~~ Beg, ea or : 
be ; ie tae ‘3 ta . 
. : . i i ia a — w a 
a i Ba Pe a One « 
iiiaipstimee ek: i Se de 2 CP ge | Zone ad ee. oe roup’s 
es Be a Re : = Tit, y at ce +8 - Te : hee 
, ae 8 os all , 2 7 & ew - Lee 3 me ae «Faria eee e # a sid a. ee in 3 2 ' ‘ ong i Mies Henk dew > is ie + i : er i glass 
ro ee: ibaa ~ renee MAMMA FP a 1  eaere the Ee eee ee. 4 ele " a : . ould b 
ise cot 5 lala. cit. re Be ie bo ha al tot. Sa ee a: UGE Ge Mees ie ir a. sil i haa: Sa oa oe wan ie = - 
oe teen ae aes ¥y $i a iL i * he ——e Ft a Hi i Ss re besa. oie sitienn 8 eed en F pe ee ee ae ithe Fe ee 
, a oes g ip aS nee te Se Pe: ms ae i re Se Sa each oa 2 2 aa Wie Pe be : Phew. faa a Co eo Ee pte. ira sea rin IN re e 2 F eee a ee BM & 5 Be ne i zi 
sae ener oe OP, te st ed ae ‘< mess ea pet dt « ai ge a eee see Hee e crore es oe oe ees ving, 23h foe Hi 
eet re aie Be RE TRNE  Sa  SA GS !ReeS ai Art fo ye coe Me Bi 2°? Be ae — Tee ME ERLE ET ee a - 3 a PORE teas 5 i cat a " pnt of t 
ee Sell nig , apa enemies pi lo . a eee fe | OT Rln ys cis Pg OO LR OE ER ee a ee eee Mat... arr ew ee pe ba 
- ee eee ro” eg i, em ae ce iy ee a OO ee geet i A ee a EE Ww you 
7 ae “a : SS Timi : fk ttt t of tt 
ae ll brag 
née’ b sold : 
rein Dr. Sc 
near is cele 
na 8 h con 
Esco 1 cooy 
suit men’s 
. 
= 
E ag QT pie 
ae w bei 
nil st Wil 
bs 1 / 
a 
OM” 
ie: 
ie ee 
es pnager | 
— ich is s 
> ts ” sho 
Se the firs’ 
68 dy love 
wie 
ol A class 
RTISING 
wert Migs peers ust wh 
OA Bgl i etrgh lb ti ix a , 
Mess ieee: Hg ee nf i 5 le new 
= ———ee ee ll have 
ee N leve-It 
cf HICAGO SU a wel 
a, Ee €r warr 
ve es aa ek lrug s 
< Ea de gees gee i 
me cour 
a ‘Upped 
me, | 
lline i 
Vaybe i 
°€SS pro! 


